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To Newspaper Men: 


The 
Suspense 
Is over! 


Business has _ revived 
and men will advertise. 











To get his share of the advertising that will be done the 
wise and efficient newspaper publisher will take every avail- 





; able opportunity to let advertisers know what and where his 
paper is, what sort of people it reaches and how many of them. 
To do this in the most expeditious, effective and econom- 


ical manner, his story should be told in PRINTERS: INK. 
All advertisers everywhere read PRINTERS’ INK. 








PRINTERS’ INK invites correspondence with business man- 
agers of leading journals with a view of entering into a contract for 
the insertion of an advertisement in PRINTERS’ INK for the year 1897. 
Address 


PETER DOUGAN, 


MANAGER OF PRINTERS’ INK ADVERTISING BUREAU, 
No. 10 Spruce St., New York. 
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Looking in the Wrong 
Direction 


is often disappointing and expensive. 





The advertiser who tries to find country read 
ers through the columns of the City Daily is pretty 
apt to size up his disappointment and loss in ac- 
cordance with the figures of his advertising bill. 
The Country Weekly reaches country people 
There is no substitute. It is that or nothing. 
With one order and one electro we can place you be- 
fore fully one-sixth of all the country readers of the United _ 
States at nominal cost. It is done through the 1,600 local | 


country papers of the Atlantic Coast Lists. 
Estimates and catalogues are free. 











ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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ADVERTISING FLAT AND APART- 
MENT BUILDINGS. 


AN INTERVIEW WITH POLAND & BOYLE, 
OF CINCINNATI. 


Wishing to get some information 
upon the subject of ‘‘ Flat and Apart- 
ment” advertising, I stepped into the 
office of Poland & Boyle, who are 
among the leading real estate and 
rental firms of Cincinnati. I found 
the senior member, Mr. Wm. B. Po- 
land, in a communicative mood, and 
applied the question plump: 

‘*Mr. Poland, what branch of the 
rental business do you find the most 
difficult to advertise ?” 

‘*High-class apartments. An apart- 
ment or flat building is the most 
difficult piece of rental property to 
handle; so is its advertising. When 
you lease a store, that is practically 
the last you hear of your tenant, ex- 
cept once a month you are remind- 
ed of his existence by receiving his 
check for rent. To some extent the 
case is the same where you lease a 
house, although in this latter case your 
tenants are liable to annoy you about 
repairs, unless it be specifically men- 
tioned in the lease that the tenant is 
to make and keep up all repairs, etc. 
Flat tenants are sui generis ; they are 
nomads ; in fact, the life of the aver- 
age flat tenant is not over one year.”’ 
Seeing the puzzled expression on my 
countenance, Mr. Poland explained. 
‘* By ‘life,’ I mean to say tenancy; in 
other words, the average flat tenant 
does not stay in one building over a 
year. In the East I understand, of 
course, that the landlord requires the 
tenant to take a yearly lease ; this 
practice does not obtain here to any 
great extent. Strange as it may seem, 
after we have advertised and brought 


our buildings (especially the high-. 


classed ones) to the attention of pro- 


spective tenants, and urged upon them 
the manifold advantages, when once 
they are convinced, then we must ex- 
ercise great care in really accepting 


them as tenants. Improper or quar- 
relsome persons will very quickly set 
your whole establishment in an up- 
roar. Consequently care must be ex- 
ercised in seeing and urging prospect- 
ive tenants to enter your property.” 

‘Are there any rules you would 
suggest to be followed in advertising 
apartments ?” 

‘*T would not lay down any hard 
and fast rules, applicable to every lo- 
cality and building. The location of 
the building ; its convenience to rapid 
transit ; the number of rooms to a flat, 
the modern conveniences contained 
therein, and most important, the price 
asked. All of the above mentioned 
points are important factors.” 

Mr. Poland went on to say that the 
one great cause of the failure of agents 
or owners in the handling of apart- 
ment houses is that they do not re- 
alize the fact that a flat isa commodity, 
just the same as a yard of dry goods. 
The public will go where they get the 
most value for the least money. 

‘*T will give you our own experience 
with one of the handsomest suburban 
apartment buildings, now under our 
control. About two years ago, after 
an unsuccessful attempt to operate it 
themselves, an estate came to us, and 
contracted with us to take charge of 
the renting of their building. Ex- 
amination proved that the rentals on 
some of the flats were altogether too 
high. We advertised a ‘leader’ — 
low rent—turned down by one pretext 
or another all undesirable applicants 
in response to the ‘ad,’ and when the 
right parties came along, took them. 
When we had secured several verydesir- 
able parties, in a social way,then we put 
the prices up. 

‘‘Apartment seekers from other 
buildings complained of the dirty halls 
and entry ways. We hired a corps of 
men, who did nothing else but polish 
up the halls, and we advertised the 
fact. Complaint was made of wretched 
elevator service in other buildings, of 
the slovenliness of elevator attendants, 
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and shortness of hours which the ma- 
chine was operated. We saw to it 
that our elevator boy was neatly dressed, 
polite and alert, ran our elevator long- 
er than anybody else, and did not neg- 
lect to advertise the fact. 

‘‘Numerous other defects in the 
operation of apartment buildings that 
we observed, or that were called to 
our attention, we were careful to see 
did not appear in our building—and 
we advertised the fact.” 

‘*What mediums do you use?” I 
asked. 

‘* The daily papers, principally, sup- 
plemented by a handsome descriptive 
circular. Where an engagement is an- 
nounced, we mail the engaged young 
man a descriptive circular,accompanied 
by astrong letter,touching upon points 
we think of particular interest to him. 
We then follow them up by a personal 
interview. The same method is pur- 
sued when strangers come to town, 





During these 
hard times 


we furnish a 5 or 6-room flat with 
electric light, heat, hot water, gas, range, 
window shades and screens, &: best of 
janitor and elevator service for $37.50. 
All this is in the “‘San Marco” Apart- 
ment Building, corner Woodburn and 
Madisonville Been, East Walnut Hills; 
two car lines pass the 


POLAND & BOYLE, 
No. 131 E. Fourth St., near Main. 











whom we think would make desirable 
tenants.” 

‘*Do you believe in display ads?” 

‘‘Not for an apartment building. 
The daily newspaper ‘liner column’ 
under the heading, ‘ For Rent, Apart- 
ments and Flats,’ is the most effective 
position. We endeavor to bring out 
some new or desirable point or feature 
about our buildings in every ad.” 

‘*Do you advertise all apartment 
houses the same?’’ I ventured. 

** No,” Mr. Poland answered. ‘‘ The 
smaller and cheaper grade flats we do 
not circularize, but dwell through the 
daily paper upon their desirability, 
from a stand-point of price, size of the 
rooms, airiness, convenience and cheap- 
ness of transit.’’ 

In conclusion, Mr Poland stated 
that no two apartment buildings could 
be handled alike. The difference in 
locality, size, etc., must necessarily 
render their treatment—from an ad- 
vertising standpoint—different. The 


best mediums one can learn only by 
experience—but getting the right class 
of tenants in the first place is the 
greatest aid to good advertising. 
‘*Saturday and Sunday are the best 
days to advertise medium and ordinary 
ade apartments. Why? Because the 
amily in search of a flat will read the 
Saturday evening or Sunday morning 
notices, and spend the remainder of the 
Lord’s day looking at the houses ad- 
vertised. And finally,’’ said Mr. Po- 
land, ‘‘ stick to the ‘liner’ columns of 
the papers who make a specialty of 
that sort of advertising—using the pa- 
pers that reach the ‘ masses,’ to adver- 
tise all kinds of apartments, as these 
papers are read by both the ‘ masses’ 
and the ‘classes.’ But, when using 
journals of the other classes, it would 
be manifestly poor judgment to adver- 
tise Mott street, 2 or 3 room flats, at 
$6 and $9.” E. L. ALLEN. 


sapiieetceieililale cacbivt 
VALUE OF A MAN’S MAIL. 

Judge Grosscup of the federal bench ex- 
pressed his disapproval yesterday of the 
issuance of fraud orders by the Postmaster- 
General on —— allegations. It was on 
the hearing of the master’s report in the case 
of Lansing & Co.,a firm whose mail was 
stopped by the postal authorities on the alle- 
gation that the firm was a bucket shop. The 
master’s report dealt at length with the law 
in the case, and gave as conclusions that the 
judicial department could not review the 

ostmaster-General’s acts in issuing fraud 
orders. “I admit that the Postmaster-Gen- 
eral has authority to issue a fraud order,” re- 
plied the court, “but I do not think that an 
ex-parte assertion of some postal inspector 
should be made the basis of an order that 
might destroy a man’s business. A man’s 
og may be his mail, and in taking that 

rom him you take all. Undoubtedly the 

court has a right to pass upon the facts. I 
want to know if this mail is fraudulent.”— 
Chicago Record (Oct. 21). 


<= ~~. ———— 
HIS SHARE. 

_ Two boys walking along the street gazed 
into a tobacconist’s window at some pipes. 
Said one boy: “‘Those are nice pipes for a 
cent. If I had another cent to get some to- 
bacco I’d buy one.” Said the smaller boy: 
“*T have a cent,” so he was persuaded to part 
with it, and the big boy purchased a pipe 
and tobacco, and walked along smoking 
vigorously. The smallar boy wanted a 
smoke, but was refused. Growing indig- 
nant, he said, “‘ Well, I chipped in on that 
pipe and tobacco. Where do I come in?” 

“Oh,”’ said the big boy, “‘you can be a 
stockholder, you can spit.”—Varnish. 

+e ——_ 


TO SHOW THE NECESSITY. 

The whole text of Dr. Pierce’s paper is a 
pr. sentation of arguments to show the neces- 
sity for leading advertisers getting together 
and adopting some plan of operations for re- 
ducing the cost of advertising toa more busi- 
ness 'ike and profitable basis, by ascertaining 
exact circulations and rating values per thou- 
— .ccording to quality.— The Newspaper 

ake. . 
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TRACING AND CHECKING RE- 
SULTS. 


THE SYSTEM IN USE BY AN INDIAN- 
APOLIS FIRM, 








The Nordyke & Marmon Co., man- 
ufacturers of mill machinery and sup- 
plies, located in Indianapolis, devotes 
a sum in excess of $15,000 per year to 
advertising, this department of their 
business being in charge of Mr. H. H. 
Rice, with whom I sought an inter- 
view. To him I am indebted for a 
very complete explanation of their 
methods of advertising, mediums used, 
and especially their system of tracing 
results, which I consider perfect. 

‘* PRINTERS’ INK should under- 
stand,” said Mr. Rice, ‘‘ that the ex- 
penditure of $15,000 a year in adver- 
tising mill machinery is, compared 
with the proportionate amounts used 
in other branches of business, a large 
sum, for the reason that the millers, 
whom it is our chief aim to reach, are 
a small class, comparatively. We reach 
them by the different milling papers, 
which will be found giving very reason- 
able rates for space.” As an illustra- 
tion of this point, I was here shown a 
full page ad in a leading miller’s mag- 
azine, which only cost the Nordyke & 
Marmon Co. $25. 

‘““We manufacture a line of feed- 
grinding mills,’’ continued Mr. Rice, 
‘‘which we sell to farmers, and to 
reach this class we use a two-inch ad 
in farm and agricultural papers. To 
these mediums we apply our system 
of tracing and checking results, which 
we consider perfect. You will notice 
that each ad has a different street 
number—that’s our key, but we don’t 
stop there. About seventy-five per 
cent of the inquiries we receive 
are directed to this key number, and, 
of course, no further action is neces- 
sary to trace them directly to the me- 
dium in which the ad appeared, but 
when we receive-a letter which con- 
tains no reference to our key, we in- 
close with our answer one of our 
postal cards, which ask where the ad 
was seen, and in about three out of four 
cases this brings us the desired in- 
formation. This gives us practically 
a complete tracing system on every 
paper used, but, as inquiries are only 
the first step in the effectiveness of an 
ad, we do not stop with the comple- 
tion of the tracing process. Here are 


two books known as No. 1 and No. 2, 


When we make a contract for space it is 
entered on a e in Book No. 1, with 
name of publication, cost of ad, space 
occupied, duration of contract and other 
pertinent facts. Upon the same page 
is a blank for checking the insertions 
of the ad as the paper comes to hand, 
and in Book No. 2, once each month 
or week, the number of replies is en- 
tered which have been traced to that 
medium and average cost of each re- 
ply. At the end of the advertising 
contract the facts appearing in Book 
No, 2 are summarized and entered in 
Book No. 1 in a space provided. We 
are then ready to take the final step in 
our system, which has been prepared 
for by two other books outside of my 
department. We have a plain blank 
book, indexed identically with our daily 
order book. All inquiries are entered, 
with key number, in the blank book 
same day as received, and once each 
month our daily order book is checked 
with this blank book, and, if an order has 
been received from a person whose name 
appears as having answered an ad, the 
fact is indicated by the word ‘ order,’ 
written opposite the name in the blank 
book. This blank book is consulted 
at stated periods, and the number of 
orders received from an ad in any pa- 
per placed to the credit of that paper. 
So, you see, we are able to tell, ata 
moment’s notice, not only what ads 
and papers have brought us the most 
inquiries, but also what have secured 
for us the most orders, and upon the 
facts as shown by this system depends 
largely our patronage of any advertis- 
ing medium. Occasionally we find a 
paper of lasting influence, however, as, 
for instance, the other day we received 
an inquiry which did not refer to our 
key. Here is the postal card which 
was received this morning, setting forth 
that the inquirer saw the ad in a copy 
of the Scientific American, published 
in 1878 ! 

‘*We follow up answers to our ads 
very carefully, sending books which, 
while catalogues and price lists of our 
machinery, contain also matter of. in- 
terest and value to millers and others 
to whom they are sent. We keep a 
record of the sending of these, and if 
we do not hear further in a reasonable 
time, we again write, or, in case the 
inquiry is for estimate on erection of 
a mill or something which seems to 
justify, we send a personal representa- 
tive. No matter how large or small 
the sale, it is always credited, when 
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made, to the paper in which our ad 
first caused inquiry. 

“The only class of advertising 
which we use outside of those men- 
tioned above is by an occasional exhi- 
bition at some of the more important 
State fairs and agricultural exhibitions. 
1 don’t think this kind of advertising 
repays its cost, however. For instance, 
while we scooped everything in the 
way of premiums at the World’s Fair, 
and sold some complete mills as a re- 
sult, the very heavy cost of maintain- 
ing the exhibit more than absorbed the 
profit. Legitimate newspaper adver- 
tising, in mediums which reach the 
class of people who use our product, is 
unquestionably the best for us. 

‘* We consult the newspaper direct- 
ories, all of them, for the circulation 
of papers under consideration; we 
place our ads in the milling papers di- 
rect, and in all others through one of 





the leading agencies. I am always 
suspicious of the paper that offers a 
big space for a nominal price and wants 
to throw in a page write-up.” 
C. WESLEY. 
———___ ++ ——_. 

EVERY one will admit that a hand- 
some piece of printed matter gets more 
attention than one which is cheap and 
insignificant. Every man knows that 
he himself pays more attention to an 
elegantly printed booklet or circular 
than he does to a commonone. He 
knows that it is pretty hard to throw 
something really handsome into the 
waste-basket, without looking at it a 
second time. He knows that it is ex- 
ceedingly easy to dispose of: the gen- 
eral run of circulars that come to him, 
and yet this same man will have print- 
ed for himself exactly the same kind 
of stuff as he himself throws into the 
waste-basket. 





A GOOD ADVERTISING PATRONAGE, 








“Why is not my advertisement in the morning ——?” asked the head of the house 


of his advertising manager. 
id 


do not think the circulation of the morning —— is worth to you what they will 


charge for the advertisement. 


“Oh, well, we must have it. I have advertised in it for twenty-five years; it will 


not do to omit it now.” 


This is the argument that brings a vast amount of good advertising pat- 
ronage to papers that are really moribund, 
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When you 
Advertise 
wee 3 $33 


THE SUN 


It is not the organ of any 
clique, or class, but is the 
true friend and adviser of 
all who are lovers of good, 
sound, honest government: 


OUR COUNTRY 


First, last, and all the time, 
forever. 


Address 


THE SUN 


LIAN I I DUG IWISK AVE 
AG NAG ALFALFT ALF ALS ALF ALT ALS GENS ALS ALZA 


NEW YORK 


i 


a 
Bor wy 


ay 
fl 


i 
D 


LENTIENS 
NANI 


wh 


IVAN 


1ERNTE: 
aes 
“let 


7 

























8 PRINTERS’ INK. 
ALL SIX FEET HIGH. 











Advertiser.—Don’t you invite the 
ill-will of myriads of little newspapers 
when you adopt the plan of giving a 
uniform circulation rating, in the next 
issue of the American Newspaper Di- 
rectory, to all that do not regularly 
issue so many as a thousand copies? 

Ed. A. N. D.—Quite the contrary. 
You know that there are eighteen 
thousand papers of this class and fully 
twelve thousand that don’t claim to 
issue so many as five hundred copies 
regularly. Each of these little papers 
will get the ‘‘J. K. L.”’ rating, and 
so far as the Directory goes will stand 
on a level with the papers printing eight 
ornine hundred copies. The little ones 
can’t very well help being pleased with 
a place in such good company. 

Advertiser.—But the papers actually 
printing between eight or nine hun- 
dred copies will not be specially de- 
lighted to be classed with sheets print- 
ing only from four to a dozen quires. 

Editor.—Most of the sort you have 
in mind are rather indifferent about 
foreign advertising patronage anyway, 
having sense enough to know that in 
their case local business is more bene- 
ficial and pays better: If, however, 
the’ publisher of any one of these takes 
the matter to heart, he can tell his 
story, you know, in the sixty word 
paragraph which a publisher is permit- 
ted to add to the catalogue description 
of his paper, provided he thinks it will 
be worth to him as much as the cost of 
a thousand postal cards—éen dollars. 

Advertiser.—It is true that a thou- 
sand copies is the unit of advertising 
value, and that no general advertiser 
nowadays uses papers with smaller is- 
sues, unless it be where a publisher is 
-such a poor business man as to be will- 
ing to do the work at less than its cost 
to him. 

Editor.—Yes, and it is pretty well 


understood all around that there is no 
money in foreign advertising in papers 
of less than a thousand regular issues, 
either for the paper or for the adver- 
tiser. With local advertisers the case 
is different, but local advertisers do 
not buy a Directory published in New 
York to gain information about the 
circulation of a paper printed next 
door or around the corner. 


omits: ° 
POLITICAL ADVERTISING. 


The campaign of 1876 was the most 
remarkable in the history of the coun- 
try for documentary work. Long be- 
fore the national committees got into 
working trim Mr. Tilden had organ- 
ized what was facetiously termed a 
‘*literary bureau,” and it proved a 
most effective adjunct. His keen in- 
tellect comprehended fully the value of 
accurate information. He knew all 
the schemes of the enemy to mis- 
represent the issue and befog the voter 
with sophistries. He covered every 
point in the campaign with terse, vig- 
orous pamphlets, which were sent in 
every direction in liberal quantities, 
and when the Democratic National 
Committee got organized his plans 
were adopted and carried out. The 
result proved the wisdom of his fore- 
thought. It was to be expected that 
his vast fortune would be used in his 
own behalf, and many wild stories 
were circulated as to the amount which 
was emptied from Tilden’s “barrel.” 
The fact was that in this legitimate 
work he expended about a quarter of 
a million of dollars. The literature of 
that campaign did much to set the 
principles and history of the Demo- 
cratic party clearly before the country 
and to pave the way for other vic- 
tories. The indications are that the 
last campaign has been a memorable 
one for its documents. The two nation- 
al committees probably spent $300,- 
ooo in their preparation, publication 
and circulation. This represents a 
mass of printed matter nearly large 
enough to fill a small freight train, 
and it is an open question whether or 
not too much money is spent in this 
way. However, such shrewd politi- 
cians as Senators Quay and Hill are of 
the opinion that this plan of appeal has 
more influence ‘on the wavering and 
doubtful than any other. — Godey’s 
Magazine for November. 

er 

ATTRACTING attention is only the 
first step in effective advertising. 
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Everybody 


In the Oregonian’s ter- 
ritory reads the Ore- 
gonian. Do youknow 
of any other field in 
which a single paper 
receives as great a rec- 
ognition ? 





se 


The Oregonian 


Is the only morning 
paper in Portland, and 
it is the only big paper 
in its field. 














THE OREGONIAN’S BUILDING. 
Finest Newspaper Building 
West of Chicago. 








THE OREGONIAN 





Sunday and 
Weekly 
Editions. 
ITS FIELD 
3 Population 
PORTLAND (Orriciat) - - 81,342 


STATE, Oursive or Portvano 





PORTLAND’S SUBURBS .___ 17,800 


(approx.) + + + 275,000 
WASHINGTON - - + - 375,000 
IWAHO ..-+ + + «= © « 100,000 
WESTERN MONTANA - 90,000 
BRITISH COLUMBIA . - 100,070 

TOTAL -- - - 1,039,142 











illustrated pamphlet showing 
interesting views of Portland and 


Daily, | | Send for sample copies, and for 
| The Oregonian’s Building. 


E, G. JONES, 


IN CHARGE OF ADVERTISING. 
FF 


The S.C.Beckwith Special Agency, 
Sole Eastern Agents, 


Tribune Building, The Rookery, 
New York. Chicago. 














To 
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Do you wani 


to reach the householders of 


The National Capital ? 


If so, use the advertising columns of 


The Washington 
Evening Star 


ut 


The Star is the one favorite family 
newspaper of that place. It is 
delivered regularly, by carriers, to 


96% 


per cent of all the houses in the city . 
occupied by white persons; and, 
considering the extent and superior 
quality of its circulation, its adver- 
- tising rates are as low as those of 
any paper in the United States. 


ut 


New York Representative, 


L. R. HAMERSLY, 
49 Potter Building. 
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“THE PLAIN TRUTH’ 


Canadian Buyers 
Read Nothing but French. 








REACH THEM THROUGH 


Montreal 


la Presse 


The Largest Daily Circulation in Canada—and 


admittedly larger than 


all the other French-Canadian papers combined. 


DAILY AVERAGE, JUNE, ’95, to JUNE, ’96, 


51,427 Copies Daily. 
21,920 Copies Weekly. 


LA PRESSE is read by THE PEOPLE, It is read 
by at least 200,000 people daily, and it carries the best 
advertising done in Canada. 
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Blind People 
NOT VOAAWY 


—— 


‘CHICAGO DISPATCH | 


But they are about the only 
ones in and about Chicago 
who don’t. Those who can 
read and want to keep up 
with the times get THE 
DISPATCH, From 67,000 to 
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has been the circulation in- 
crease of the past thirty days. 
It is the greatest journalistic 
record of this or any other 
country, Hmm mm 


The Judicious Advertiser 


will appreciate this and take 
advantage of it. Hee ste 
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_EASTERN OFFICE: HOME OFFICE: 

517 Temple Court, 115-117 Fifth Ave., 
NEW YORK. CHICAGO, 
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“ Many are called, 
But few are chosen.” 


~ Syracuse 
Post = = 


is the “ chosen” representative of the 
good people of Central New York. 


STRONG, 
VIGOROUS 
and CLEAN. 


No doubtful advertising admitted to its 
columns. Guaranteed paid circulation 
exceeding w& v % wt ut wt 


© 
- * 


RICHARDSON 


O 2 
4 is) 
Pourn® 





Indorsed by the Colleges, Churches, Schools, 
Merchants, Doctors, Manufacturers and 
Business Men’s Association. % %» % 
The Post sets the pace and heads the 
procession, # % % % 


A, FRANK RICHARDSON, 
New York, Chicago. 
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the American a" reared 
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The Semi-Weekly 
Topeka Capital 
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The Weekl y Newspa per * is too slow for the progressive, up-to- 


date farmer, the kind of a farmer who 
has use for what you have to sell and money to buy it. If he is not situated so that 
he can conveniently take a daily he wants the next best thing, a semi weekly paper 
with all the news of the world while it is fresh and interesting. IN KANSAS 


The Semi-Weekly Capital fills the popular want to perfec- 


tion. It is the leading farm and 
family newspaper. It reaches over 1,200 post-offices and circulates in every 
county in the State. 


Average circulation for first 6 months, 1896, 15,439, 
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YOU DON’T NEED mm, 


A MAGNIFYING GLASS TO ASCERTAIN 
THE COUNTRY COVERED BY 


The Salt Lake Tribune 


JUST REFER TO THE MAP. : =: : =: ONE PAPER FOR SIX STATES. 


Covers an area of 629,019 square miles, or more than 
nine times the area of all the New England States. 
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«CIRCULATION OF...... 


THE SEATTLE | 
cx~xTIMESs | 


For Six Months from January 1st to 
June 30th, 1896, inclusive. 

















Jan. e Feb. March. April. May. June. 
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1 
Totals, |134,450 | 129,025 | 130,540 | 133,865 | 134,815 | 138,205 
DailyAvg.| 4,979 5,161 5,020 5,148 5,185 5,315 
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EST ST ty ew 


SEATTLE, WASH., July 9, 1896. 

I Heresy CERTIFY that the above statement is true and 
correct ; and further, that the Press-room, Circulation Books, 
etc., of THE TIMES are always open to inspection by advertisers 
and others desiring full information. 
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Booklets 


I have written and illustrated and 


— 
40. 


a” 


am now having printed five booklets. 
One is for the best hotel in New York 


c@9» 


iS 


Ceo” 


—the new ‘‘ Hotel Manhattan’’; one 


for the best coffee concern in America; j 
iC) 


one for a reliable grocer who has 26 


0+ 0 


C99, CD, 
66@? 


a 


cC95 
“ceo 


stores ; one for the largest paint and 
color makers in the world ; one for the 
largest makers of coffins and under- 3} 
takers’ goods in America. Many others, 
of course, but these show the range of 
my work. I am making 30,000 copies 8) 
of the hotel book ; 100,000 about cof- 
fee ; 125,000 for the grocer ; 10,000 on 
paint; 2,500 on coffins. I want to 3} 
make equally good booklets for other : 
good people. I want to do the best 
work of the best concern in each line 3} 
in the United States. Booklets are 


my particular specialty. I think I 
have written more of them and on a 8) 


400m 


£0, 


oo 
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“Go 


e990, 


oe 


ced 2» 
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ry P ° 
: greater variety of subjects than any 
y . 
other man alive. I have samples for 
rc) ¢ those who mean business. My prices 8) Gg 
i 


are reasonably high. : 


Charles Austin Bates 


Vanderbilt Bidg., N. Y. Plans, advice, writing and illustrating for advertisers. 
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A Page “Rules for 
from Advertisers” 





E have hundreds of testimonials on file from 
advertisers. Most any paper has. Every 
medicine manufacturer has _ testimonials 

that his cure is the best. We could fill this book- 
let with testimonials. Testimonials are used to 
convince the prospective advertiser. Our custom- 
ers are so generally pleased that we refer to any 
advertiser in our columns. Write them, ask their 
experience if you wish; but after all their experi- 
ence is not a sure criterion for you. /f our papers 
don’t pay you, it’s small satisfaction for you to 
read the testimonials of some other fellow who 
made money by advertising in our Weeklies. 











BOYCE’S~ 
BIG 


WEEKLIES 
500,000 sic. 


$1.60 per Agate line per issue. 
Cancel pro rata if it don’t pay. 


W. D. Boyce Co., 115 Fifth Ave., Chicago. 
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ADVERTISING THE MONARCH. 


THE ADVERTISING EXPERIENCE OF THE 
MONARCH CYCLE MANUFACTURING 
COMPANY—SOME IDEAS FROM MR, T. 
W. CROSBY. 


‘*To be a great national advertiser, 
one must have something of unques- 
tionable merit to advertise, and he 
must know how to advertise on a big 
scale without wasting money.’’ This 
is a remark made to me the other day 
by Mr. T. W. Crosby, manager of ad- 
vertising for the Monarch Cycle Com- 
pany of Chi- 
cago, ina 
conversation 
on the subject 
of advertis- 
ing. Contin- 
uing, Mr. 
Crosby said: 
“He must 
use the medi- 
ums of na- 
tional circula- 
tion, whether 
he is adver- 
tising bi- 
cycles or any 
other article 
of general 
consumption, 
In the way of 
general ad- 
vertising, the 
first publica- 
tions I would 
use would be 
the high-class 
magazines, 
family papers 
and illus- 
trated week- 
lies, high- 
class religious 
papers, large 
city dailies 
and incident- 
ally the country dailies and weeklies.”’ 

‘*T suppose that in the great volume 
of advertising you are doing there must 
be some from which you do not receive 
any direct results.’ 

‘Yes, but we cannot figure on 
direct results. Wesell through agents; 
we do not do a mail-order business. 
We have been using this year very nearly 
2,500 publications. We believe that 
most of this advertising has paid us. 
We cannot say that advertising in such 
and such a_ publication pays. We 
pick the publications of known stand- 





T. W. Crossy. 
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ing and circulation and buy space at 
what we think is the proper price and 
take our chances. We have been sat- 
isfied with the general result.” 

‘Your advertising, then, is for the 
benefit of your agents, and through 
them you expect to reap the returns?” 

‘** Ves, we aim to familiarize the gen- 
eral public with our line of goods; to 
create a demand for them, and thus to 
make it easy for our traveling men and 
agents to sell our goods,” 

‘*T notice that you are very large 
users of space in the cycle papers. 
Do you think 
it pays to use 
nearly all of 
these papers, 
when a few 
cover the field 
very thor- 
oughly?” 

“Well, that 
is a question 
upon which I 
have some 
very decided 
beliefs. There 
is avast 
amount of 
money wast- 
ed by cycle 
makers in 
good-for- 
nothing cycle 
papers, when 
they should 
be spending 
more than 
half of their 
appropria- 
tions, if they 
want to create 
a public de- 
mand for 
their wheels, 
in the best 
mediums of 
general circu- 
lation. A few of the best cycle jour- 
nals will cover the field thoroughly. 
Generous advertising in about five or 
ten of these papers will do far more 
good than to expend the same amount 
of money on the whole twenty-five or 
thirty.” 

‘*Will you name those you think 
pay you best ?”’ 

‘* This is rather a leading question, 
but I will say this: I do not know of 
any other line of trade that has as rep- 
resentative a lot of papers as the bi- 
cycle trade. You might pick out eight 
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or ten publications that would be a 
credit to any line. They are hand- 
somely printed and edited by men who 
are progressive and original. Take 
for instance the Bearings, Referee, 
Wheel, American Wheelman, etc., 
what better papers could we want ?” 

‘* What criticism can you make on 
cycle paper advertising as it is done 
to day ?” 

‘*Very few bicycle advertisements 
are distinctive, original or even interest- 
ing. There is altogether too much of 
the class represented by: ‘ We have 
the easiest-running, the swiftest, the 
prettiest, the very highest grade wheels 
in the world,’ etc. This is all bosn in 
. an advertisement. It is simply a case 
of who can use the highest-sounding 
and most adjectives. While during 
the season there may be upwards of a 
hundred different lines of high-grade 
bicycles represented in the bicycle 
papers, a very small percentage of the 
advertising for these is gotten up by 
men familiar with the advertising busi- 
ness. They may think they know all 
about it, but their own ads show that 
they do not. A concern cannot afford 
to have a poor advertising man. The 
advertising part of the bicycle or any 
other business is a very important part 
of it.” 

‘* What do you say in your ads as a 
general thing ?”’ 

‘* We use no heavy line of argument, 
but simply keep everlastingly at it, and 
make it attractive. We have simply 
made the advertisements attractive, 
and have done as much of it as pos- 
sible. We keep the Monarch before 
the people and create comment.” 

‘*But do you not make any claims 
for your particular wheel ?” 

‘*Very seldom. There is no rea- 
son why we should. We have not 
gone into details of construction, either 
in the trade papers or in general me- 
diums, for the simple fact that our bi- 
cycle differs very little from several 
others. The same material is used, 
and the tires, saddles, etc., are all se- 
cured from the same sources. We be- 
lieve in making the name Monarch 
known everywhere. This is what we 
aim at in our advertising. The sim- 
pler the matter, the greater its effect.”’ 

‘Don’t you think you lose a chance 
to do some effective talking when you 
take up so much space to say so few 
words ?” 

‘“‘No. The least said the better. 
Nine out of ten people say too much. 


This is rather a fast age and people 
will not wade through a Jot of stuff to 
get the point. Catch the eye first, say 
something quickly, that will burn into 
the reader’s understanding, and then 
stop. That is the way to advertise.” 

‘**T see you believe in racing men as 
advertising mediums. Do they pay 
well ?” 

‘*Yes; our rider, Cooper, is the 
‘crack’ of the country, and he spreads 
the name ‘Monarch’ wherever he 
goes. Through him we supplement 
our regular advertising He is like 
the missing link that others have lost 
and we have found. He clinches re- 
sults from all of our advertising.” 

‘*In what way ?” 

‘* Why, bicycling is a popular sport, 
and daily papers and others must give 
the people all the news about it. A 
winning rider soon becomes a favorite 
with the public, and they all wonder 
instinctively what wheel he rides. The 
advertiser must see to it that they find 
out. The name he has created for his 
wheel must be inseparably linked with 
that of the rider. In this way he can 
get his wheel talked about and adver- 
tised broadcast in the most friendly 
way.” 

**Do you follow up this kind of ad- 
vertising systematically ?” 

‘* Yes ; we send around with Cooper 
a man whom we call his press agent. 
When Cooper wins, which is nearly 
every time, this man’s duty is to try 
to get the name of the Monarch wheel 
into al} the newspaper dispatches tell- 
ing about Cooper’s victory. He works 
in a story about Cooper and the Mon- 
arch not only in the Associated Press 
dispatches, but into the country pub- 
lications all over the section in which 
the race took place. We are adver- 
tisers in nearly alf of these publications 
and we are careful to be strictly up to 
date with our advertisements. If the 
dispatch says Cooper won, but says 
nothing about the Monarch, the read- 
ers who do not know what wheel he 
rides cannot miss finding out, for our 
advertisement in the same paper tells 
in big type the story of Cooper and the 
Monarch very briefly, but well.” 

‘*How do you know that the people 
pay any attention to such an adver- 
tisement ?” 

‘« That is very clearly proved to us. 
When business drops down pretty low 
in any section of the country, we send 
Cooper into the races there. Hecleans 
out everybody in the races, and our 
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business picks up at once, for the peo- 
ple all talk about him and his wheel. 
This means that people like to ride a 
wheel that is popular as well as being 
a good one.” 

‘Ah, I see. You have made the 
name ‘Cooper’ synonymous with ‘Mon- 
arch.’ ” 

“Yes; that’s just the point. And 
we have done it, too. We receive hun- 
dreds of letters asking about the wheel 
that Cooper rides. They have come in 
great numbers from Europe, and even 
from Australia, Asia and South Amer- 
ica. You have no doubt noticed that 
we call him frequently in our advertise- 
ments, ‘Tom Monarch Cooper.’ ” 

‘*What trade papers outside the cycle 
line do you make use of ?” 

‘‘Only those going to the trades 
handling bicycles as a side line. We 
use hardware, implement and carriage 
papers quite extensively. We are so- 
licited by all trade papers, but we can 
see nothing for us in the jewelry, drug 
and undertaker’s fields, for instance 
We certainly would not 
use them for the general 
advertising they would 
give us. We can get 
general circulation much 
cheaper per thousand in 
general mediums.” 

‘*What means h.ve 
you of knowing that your 
extensive general adver- 
tising pays?’’ 

“Well, we don’t 
know from a mathemat- 
ical standpoint. We 
have no checking sys- 
tem, but depend upon 
agents’ sales and genera 
returns, and the standing 
of the mediums. There 
is hardly a represe tative 
magazine that we do not 
use. We cannot say 
definitely which pays 
best, but we have our 
opinions. From experi- 
ence we know that ad- 
vertising pays, and that 
money can be made in 
all lines if it is dene 
right. Advertising 
makes business, but only 
with good goods, and 
those only that are in 
general demand.” 

‘**When do you use 
type ads and when de- 
signs?” 





INK. 


‘*We use all-type advertisements 
only in trade journals and dailies, but 
you will generally find a cut of our 
trade-mark in every one of them. We 
believe in having a distinguishing ear- 
mark on our advertisements. In the 
magazines we use artistic designs 
almost exclusively.” 

‘* By ‘ear-mark’ do you mean simply 
your trade-mark ?”’ 

‘*No, not altogether, but this is the 
distinguishing feature if there is but 
one. There is an individual ty express- 
ed in all of our designs, so that readers 
can at once tell it without stopping to 
read it through. A Monarch advertise 
ment can be recognized at a glance the 
world over. This alone J consider a 
great accomplishment. ‘This, I take 
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it, is one of the highest and best re- 
sults of generous advertising. One of 
the fundamental principles of good ad- 
vertising is to have some one distin- 
guishing feature, so that it can be told 
from all others at a glance.’ 

‘*Then you do not employ the most 
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A TYPICAL MONARCH AD. 
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progressive styles of art, the fads, if 
you please, in your designs?” 

‘*No. We try to be sensible, or at 
least sane, in our designs. Good space 
is often wasted by poor designs. ‘Take 
for instance the Bradley designs of a 
prominent Eastern concern. There is 
nothing in them. They may appeal 
to the ultra artistic, but this class com- 
prises but a small proportion of the 
people. Ido not believe in this new 
style of art for business, although per- 
sonally I appreciate high art. I do 
not believe in posters for our business, 
either. They are all right if they 
really advertise something, but posters 
that are purely pieces of artistic jug- 
gling are worse than senseless when 
used as advertisements, and violate the 
most elementary principles of good 
advertising.” 

**Do you use novelties in your ad- 
vertising ?”’ 

‘*Very little. .They are a nuisance 
and are almost a sheer waste of money. 
It may be necessary to have something 
to give away at the cycle shows, in 
order not to be considered stingy in 
contrast with the other firms who think 
they can make fortunes out of their 
novelties. Last year we gave away a 
pin bearing our trade-mark. It was 
cheap, but effective, and we think a 
great many of them have been kept. 
We do not believe in buttons. They 
are altogether too ccmmon.”’ 

** What do you think of cycle shows 
as a theans of advertising ?” 

‘The direct results never pay for 
the outlay; but we always exhibit and 
spend a great deal of money in prep- 
aration and have always been satisfied 
with results, because it supplements all 
our other advertising and creates talk, 
and talk is just wuat we want to stir 
up.” 

‘*But don't you find that the shows 
bring you a vast amount of free read- 
ing matter which is better than any 
other advertising ?’’ 

“*Yes; in the cycle papers. In the 
daily papers a generous amount of free 

ing matter is given to the show 
antl to the sport because people de- 
mand it, but individually we get little 
or no advertising from them.” 

‘*Do you ever use paid reading mat- 
ter?” 

‘*No. We don’t believe in this. Jt 
is injudicious. A paid reading note 
always has an ear-mark of sham about 
it. It is a deceit that acts as a boom- 
erang on the advertiser. We always 


aim to act the truth as well as to tell 
it. It pays better in the long run.”— 
Miles Stanter, —. the Trade Press. 
THE GENERAL A ADVERTISING 
AGENCIES OF N. Y. CITY. 


W. W. SHARPE & CO. 


The agency of W. W. Sharpe & Co. 
was established in the sixties as the 
successors of Joy, Coe & Co., who in 
their turn had been the successors of 
that pioneer of the trade, Voiney B. 
Palmer. The members of the com- 
pany are Mr. W. W. Sharpe and Col. 
Geo. A J. Norman. Until the demo- 
lition of the premises at 21 Park Row 
the offices of the concern were in that 
building, but when that occurred they 
removed to present quarters, on the 
third floor of the Bennett Building, 
corner of Nassau and Fulton streets. 

Mr. Sharpe is an intensely conserva- 
tive gentleman about 55 years of age, 
and has always conducted his business 
on those lines. His experience ante- 
dates the formation of the agency, he 
having been in the employ of his pred- 
ecessors. 

W. W. Sharpe & Co. put out a great 
deal of the business of the local steam- 
boat companies,ard count among their 
customers the Compagnie Generale 
Transatlantique. They also place the 
advertising of Lea & Perrin’s Sauce, 
Brou’s Injection, Mathey Caylus Cap 
sules, Santal Midy and A. J. Cam- 
meyer. 

It is said that though the agency 
still controls considerable of the large 
retail business of this city, much of 
this had to be relinquished because W. 
W. Sharpe & Co. were unwilling to 
cut commissions. 
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NEWSPAPER AND MAGAZINE NAMES 
ILLUSTRATED. 





“THE SUNDAY PRESS.” 
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PROMISING. 

The genial young man slapped the mer- 
chant on the back and exclaimed: 

“* How’s business ?”’ 

‘* How’s business ?”’ the merchant repeated 
thoughtfully. Then he took a bundle of 
notes at anything from thirty days to six 
months from his ket and, with an effort 
at cheer, exclaim 

“* My boy, I never saw a time when busi- 
ness was more promising.’—Washington 
Star. 


—_+o 
A MISUNDERSTANDING. 

Irritated lady—No, it doesn’t fit as if he 
had been born to it—it doesn’t fit at all, and 
I shall expect the money back. 

Mr. Moses—But, s’help me— 

Irritated lady—Your advertisements say, 
‘“* Money returned if not approved.” 

Mr. Moses—So they do, ma tear madam, 
so they do; but your money vas approved— 
it vas very goot money.— / 7t-Bits. 
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OCULISTS’ ADS. 


OwenTon, Ky., Oct. 29, 189€. 
Editor of Printers’ Ink: 
Referring to your editorial query in your 
issue of 28t 


D-A.B, Barker 


inst., as to whether any of your 
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readers have ever seen an oculist’s adver- 
tisement, I inclose you one such clipped from 
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the Cincinnati Exguirer of Sunday, Oct. 25, 
1896. ™ B. J. Newzon. 


New York, Nov. 1, 1896. 
Editor of Prixters’ Ink: 
You will find the ads of Dr. Bemis, an 
oculist, in the Out/ook and many yoy 
family papers. E, B. Foote, Jr., 


Scranton, Pa., Oct. 30, 1896. 
Editor of Printers’ Ink: 
In reply to your request in Printers’ Inx 
of Oct. 28 for a copy of an oculist’s adver- 





BEFORE. . AFTER. 
WILLIE YOUNCER, 
MOOSIC. PA. 
@PERATION BY 


DR. W. F. CONNERS, 


326 wanna Avenue, 
ranton, Pa. 





tisement, I inclose one cut from a Scranton 
paper. it is in my estimation about as crude 
as one would expect from a pioneer in the 
line. Geo. E. Pryor. 


ON EDUCATIONAL ADVERTISING. 
Tue N. J. Sunpay Scnoor Ass’n. 
General Secretary 
Rev. E. Morris Fergusson, Trenton. 
TRENTON, Oct. 28, 1896. 
Publishers of Printers’ Ink: 

I want ten copies of your issue for October 
28 -. which I propose to send to educa- 
tional advertisers in New Jersey, marking 
Mr. Bates’ admirable suggestions on that 
subject. If you want the cash first, please 
say how much, and I will remit. 

Very truly yours, 
E. Morris Fercusson. 

THE COLUMBIA ADVERTISING DE- 

PARTMENT. 

When I called on the Pope Manufacturin 
Company, a few months ago, I was ushere 
into a magnificent office, which was furnished 
equal to any bank office in Chicago or New 
York. I found the head of the department 
in a well-furnished private office ; adjoining 
was that of his assistant, who had charge of 
some thirty-five clerks, whose duty was to 
look after the interest of the advertising de- 
partment of the Pope Manufacturing ne 
pany. i think of a force of thirty-five 

ople doing nothing else all the year round 
Bat looking after the advertising of one estab- 
lishment.—O. EZ. Binner, in Trade Press. 


—_——_~or- 
TAKING RECKLESS RISKS. 

Under the laws of California it is a peni- 
tentiary offense to make a sworn statement 
that is untrue. The Herald swears to its 
circulation each month.—Los Angeles, Cai., 
Herald. 


NO ADVERTISEMENT IN IT. 
Manager——Aren’t you going to horsewhip 
that man in the third act as arranged ? 
Miss Sou Bret—No! What’s the use? The 
press seats are all empty. 
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ITALIAN FRUIT LABELS. 
SomERVILLE, Mass., Oct. 27, 1896. 
Editor of Printers’ Ink: 
I inclose a few reproductions of Italian 
fruit-growers’ ‘‘ trade-marks,” usually got- 
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TEMPTATION WAS TOO GREAT. 

““Whatever induced you to marry me, 
anyway, if I am so distasteful to you?” he 
asked fiercely. 

“1 think 3 was the advertisements,” she 
said. 
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MY LEMON LL SQUEEZE vow 

P. M. DE PASQUALE! 

MESSINA, ITALY 
NEW FRUIT 
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* The what ?” 

“The advertisements. The 
household bargains, you know. I 
thought it would be so lovely to go 
to the department stores and buy 
icepicks for nine cents, real eight- 
cent dippers for only one cent, and 
all that sort of thing. Of course, 
I had no use for that sort of stuff 
as long as I remained single.””— 
Cincinnati Enquirer. 


WH, 


+e 
DR. PIERCE’S SECRET SERV- 
ICE R a 


A contribution of $100 each, from 
one hundred large advertisers, 
would pay the salary and travelin 
expenses of an expert, for a suf- 
ficient time to investigate the cir- 
culation of all the leading papers 
in the United States, at least all the 
papers of value to general adver- 
tisers. The publishers of leading 
“ court such an investigation. 

t should be the aim of the As- 
sociation of Proprietary Medicines 
to know exactly what papers are 
reliable.—/. 7. Lane, /oledo, O. 
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e RN «8 
I WILL BE HEARD. 
“Parliament will yet listen to 
me,’’ exclaimed Lord Beaconsfield 
with clinched fists and tearful eyes, 
| as he retired in confusion after his 








first attempt to address that au- 
gust body. And it did. So, too 
with each individual who advan- 
tageously uses every opportunity 
| which is either coaxed or comes his 








ten up in elaborate lithograph posters and 
supposed to peculiarly 2 pow to the heart 
of the American buyers of their goods. 

E. £ SMITH. 





VALUE OF DETERMINATION. 


Determination has quite as much as means 
or opportunity to do with giving one success. 
If a man is determined to do, he will be like- 
ly to do, whether things favor or oppose him. 
If a man makes up his mind that, as things 
are, he cannot do what he ought to, or would 
like to, he will not be likely to accomplish 
anything, however circumstances combine to 
help him. ‘Only Omnipotence can hinder a 
determined man,”* and Omnipotence will not 
oppose a determined man who is set in the 
right direction. It is not the opportunity 
that a man has. or the tools that are avail 
able to him, but it is the determination with 
which he pushes on against unfavorable cir- 
cumstances. and with which he uses such 
tools as are available, that settles the ques- 
tion of how much he amounts to and what 
he accomplishes in life —Sunday School 
limes 
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WOMAN GENERAL AGENCY IN BOSTON. 


Mrs. E. Kimball Nunn, No. 179 Tremont 
street, Boston, has not only been in the ad- 
vertising agency business for many years, but 
the Commercial Union has reason to know 
that she has most excellent credit and stand- 
ing and is a bright, energetic and enterpris- 
ing business woman.—Commercial Union. 


way. e is declaring in the most 
emphatic actions- speak - louder-than-words 
way, I will be heard. And have no fear, he 
will be.—Ness for Buyers. 


THE DRAMATIC DRIFT. 

Old Gentleman (year 1919)—In my younger 
days I was a dramatic critic, and I have 
called to beg the privilege of renewing my 
youth by being allowed to write the criticism 
of one of the performances this evening. 

Newspaper Editor—I beg your pardon, sir, 
but times have changed since you were in the 
newspaper profession. Our critics nowadays 
only write the advance puffs; the criticisms 
are written by the managers of the companies. 
—N. Y. Weekly. 


+05 

NO REDUCTION IN PRICE. 
‘Eternal vigilance,”’ shouted the orator, 
“is the price of liberty !’? The women elect- 
ors exchanged glances. “ That is the same 
price as last year,’’ they remarked, and 
shrugged their shoulders.—Detroit /ribune. 


—_+o>—___—_. 
A BILL-POSTING MACHINE. 

A bill-posting machine, which sticks bills 
on walls, even so high as 50 feet, without the 
use of a ladder or paste pot, is doing success- 
ful work in Europe.— Toronto (Can.) /ruth. 

os - 
LITERALLY. 

Beck—What makes you think that Bluffer 
is a high flyer ? 

Rich—Because he advertises on captive 
balloons. 








NOTES. 


Harrison, of North W: William street, Ne 
York, advertises on his sign that his is “* T ~ 
smallest tailor shop in New York.” 

HAMMERSLOUGH Bros., clothiers, of New 
York, advertise: ‘* Quality like wheat : way 
up. Prices like silver : way down.’ 

Printers’ Ink thinks that no other Ameri- 
can town of 10,000 population has so good a 
daily newspaper as has Middletown, Conn., 
in the Penny Press. 

Tue Binghamton Tack Co., of Bingham- 
ton, N, Y., advertises: “ The wise from ex- 
perience will accept our guarantee. All 
others are invited to sit down on the ‘Needle- 
point Tack.’”’ 

Tue motto of the N. Y. 7Zmes is, ‘All the 
news that’s fit to print.”” The 7%mes offers 
$100 to the person who will compose a better 
motto conveying the same idea in not more 
than ten words. 

KELMSCOTT-J*NSON type, more or less ac- 
curately reproduced, has spread from Port- 
land to San Francisco, and seems especially 
dear to the heart of advertisers of bicycles 
and malt extracts.— /he Bookman, 

Mr. A. A. Warre, Treasurer of the Span- 
ish Rheumatic Cure Co., of Portland, Me., 
says that Printers’ Ink, “* The Little School- 
master,” has done more toward advancing 
the art of advertising than any other one 
thing. 

THERE has been much punning in recent 
Ayer Sarsaparilla ads. A recent advertise- 
ment headed “‘Woman’s Writes”’ asks: “ Be- 
lieve in Woman's Writes? Of course we do. 
Who could help it when women write such 
convincing words as these.”’ Then follows 
a testimonial. 

a reek 


ASK QUESTIONS. 


When a piano manufacturer tells you 
his pianos are the best, and that no others 
are worth considering, ask questions. 

Ask him “Why ?" 

As a matter of fact most pianos are 
good; the makers would be foolish to do 
other than their best. 

The differences between them are 
small, but small things are very im- 
portant. 

It is by excelling en many little things 
that the WESER PIANO is lifted above 
the common mediocrity of pianodom. 
Maybe it's the greater elasticity of the 
hammers, our new ductt wesk or out 
practice pedal—both patented—which 
altogether make so nny dealers persist 
in having the Weser Piano. 

Talk to us about xt. 

Ask us questions. 


WESER BRos., 
§20 TO 528 WEST 43d STREET, 
New York. 
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JOURNALISM THAT PAID. 
‘I'm from New York. I’m secretary of 
They tell me 


the Empire Mining Company. 
most of the mines here are closing down ; 
not aying anything. 

es, so I hear,” assented the editor. 

” Business men pulling up and going to 
Jimtown.” 

“Yes; I’ve about concluded to go there 
myself, before any other paper - 

* 1 don’t want you to do it.” 

“ No ?”? . 

*“No. What will you take to stay right 
here, and run your paper all winter—run it 
wide open, fill it with items, crowd it with 
advertisements and reports of new diggings, 
arrivals, fights, big finds, new buildings—you 
understan ? How much?’ 

a there are none of those things hap- 





nin 

“T didn’t ask you to make them happen. 

Just report them.’ 
**Oh, I see.’ 

“Yes. I thought you would." 

“You want your mine boomed.” 

“Certainly. I want to_ unload a little 
Empire stock down in New York if I can. 

““What’ll you give?” 

“A hundred a week.” 

“ For how long? - 

“ Till March.’ 

“T'll go you.” 

They traded. The secretary. paid one 
week’s wages on the spot, and promised a 
check every Monday for three months.— Li- 
pincott’s. 


Classified Advertisements. 


Adri ortioomants under this head two lines or more 
4 te dis; splay, 25centsaline. Must be 
in one week in advance. 








haudeo 
WANTS. 


S POKESMAN- — kW, 
Spoke ..e, ‘Wash. 


H D. LA COSTE, special hewspaper represent- 
« ative, 38 Park Row, New York. Dailies only. 


QOUTH AFRICA—Write THE GARRISON AD- 
\. VERTISING & PRESS AG'CY, agg tan 


\ ’ ANTED-—Up-to-date paper cutter. dress, 
with particulars, Box 687, =F N. J. 


WASTED More printing from the class of 
veople willing to pa: pay the best. WM. 
JOHNSTON, 10 Spruce : St., 


v= E VINDICATOR, Youngstown, Ohio, 8.400d. 
and S, 6,000 w. Wants first-class advertise- 
meuts only: fi. D. LA COSTE, 38 Park Row, N. Y. 


W 4xTED— A “side line.” I sell to druggists 

and physicians in Iowa. Will advertise for 
reputable medicine concern. Address * TRAV- 
ELER,” Box 131, Red Oak, Iowa 


[Tf you want to reach 30,000 hotel and restau- 

rant men, or any part ‘of that number, an‘ 
desire to reach any State or Sta our circular 
will show you how you can do it effectively, and 
for one third of what it would you. 
McMENAMIN & CO., Hampton, Va. 


‘TBESE isa opening for a practical, up- 

to-date editor for one of the leading agri- 
cultural papers of the country. None but those 
thoroughly — need apply. Practical _o 


not ress 
" RPG RICOL TUR! RIST, or care Printers ink.” 
VERY ner wna ag 73 wants to see our latest 


4 styles ick, ee 
est Cus! —— yt et. ve have u 
things, but these are better. AM. TYPE’ 


st of branches under 

“For Sale.” Specimens ready at nearest branch, 

NV ANUFACTURERS’ broker. Doteabte R_- 

4 of dry goods, noes, cloaks, 

waists, underwear—anything ed everything: my 

ladies’ | made wear—wan die on 
i throughout West Virginia and Ohio. 





From the Music Trade Review. 


C. 8. JACKSON, Manufacturers’ Agent and Bro- 
ker, Parkersburg, W. Va. 
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BILLPOSTING AND DISTRIBUTING. 

HES8Y 2. BERENDES, 1429 pt a > Drone 
Ind., solicits your d iting fo: 

section. guaranteed or no pay. 








oo 
ADVERTISING —_ /E8. 


F you wish to ad ivertise a any’ < anywhere 
at oe p95 the oKO. e. ROWELL 
ADVE ING Cu., 10 AH St., New York. 
er 
PAPER. PER. . 


M. Fn & CO. furt furnish the paper for 


e invite correspond- 
ence with rel le a. ding paper of all 


45 ee rrene New York. 





ADDRESSES 1 FOR SALE. 


of names in any trade, in any coun 
Information on any commercial su! 


By 





Credit reports on firms here. In n U. 
in } Barone $3. in Latin America $3. ene 


owarare mae established. 
AT TRADE 1 INDUSTR’L PRESS, Wash., D.C. 





oS oe 
MAILING ali 
‘HE Matchless Mailer ; best an Reopens. 
‘ REV. ALEXANDER DICK, M Meridian N y” 
“Peat and oapet machines can be 
M — AMERICA wTyPE 
FOUNDERS’ Cu. Bee jist of --- 4 under 
‘or Sale. Se 
STORE DECORATING. 


( YHRISTMAS window and store decorations in 
/ holly, misletoe, palm leaves and plants, 
Southern wild smilax and other beautiful ever- 

are powerful me pany helps for Holi- 
Son tendo. For when to —_ and how to 
use them address C. Woodsman, 
Evergreen, —” 





+o —_—_ 
PRINTERS. 


‘HE LOTUS PRESS, 140 W. 23rd St , N. Y. City. 
(See ad “ Advertisement a 


Wes do neat, Boobies te, pape a oS 


PRESS. 10 Spruce St., New York. 
en 


HALF-TONES. 


‘THE raat tenn, CO., Colw 


1. half-tone for $). = 


for proofs. 
col. _halt-tones, $1; ; double, $2. Zinc 


GINGLE 
thers, rr to-date wi 
or as we emplo: 4 
Send money with order and we will deliver — 
GRAVING CO., Youngstown, O 
—_—__ +o -—___ 
ILLUSTRATORS — ILLUSTRATIONS. 
} SENIOR & CO., ., Wood Engravers, 10 Spruce 
e 8t.,New York. ly ~~} good and prompt. 
ey ———- — initials, 5c. 
Handsomi logue 10¢ 0c. AMERICAN 
ILLUSTRATING CO. Newark, 


\ | AKE your own oe in acein ae 


No etch for \. 
KAH Hod, 240 Raat 330 St., New York. ’ 
—_—_—+or___—_————- 


FOR SALE. 


$1 & 4 lines. 50,000 co feo 
WOMAN'S WORK, Athens, 


3.50 500 NAMES of Law core of 
* 


proven. 


ais Haven cone for $2. 
ILLS, Ansoni: 
pustixe PLASTS—Freryshin for e “4 
er; quality, best in a hy 
eee eyhes pe bet Bs ‘ont 
AMERICAN TYPF FOUNDERS 5 5 


cago, Mil., st. Kansas City, O 
eed Portiand (Ore.), Frisco. Buy qverything 
in one place, and save money and trouble. 


PRINTERS’ INK, 









ADVERTISING NOVELTIES. 


FOR t e purpose of inviting announcements 
of yy Bd Novelties, likely to benefit 
pas as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. . 
— «- 


SUPPLIES. 
7 AN BIBBER’S 
Printers’ Rollers. 
7 inc for oan BRUCE & COOK, 190 Water 
8t., New Yor! 


PYRE he eee of type fashions. AM. TYPE 
FOUNDEKS’ CO. Branches in 18 cities. 


Sale; copper ann linotype an and electrotype ee 


als ; zine plates for etcbii 
(ERCHANE & CO., 4 617 Arch St., Philade 


pe PAPER is printed with ink manufac 

ured by the W. D. WILSON PRINTING INK 
Co., L't’d, 4 Spruce St., New York. Special prices 
to cash buyers. 


Y M ORE money in mail order business than any- 
4 else. No interference with other oc- 
bac tell you how 

1 i one ci ete., 12c. 
INS P. I. 11 Chicago. 


- Mon, and furnish e ont, 
THE NATIONA 


a 
ADVERTISING MEDIA. 


40 ¥ WORDS, 5 times, 25 cts. Seeeeraam. 
Brockton, Mass. Circulation 7,000. 


L* COSTE'S List. Good paj papers in active cities. 
Rates low. 38 Park Row, New York. 


sf ong nm ah GUIDE, New Market, N. J. 6c. 
'n 3,000. Close Close 24th. Sample free. 


CATHOLION NEWS, 40,000 co 40,000 copies guaranteed ev. 
ery w’k. No sample copies. 13 clay: St.,N. Y. 


7OUNGSTOWN VINDICATOR, 8,400 d. and S., 
6,000 w. H.D.LACOSTE,38 Park Kow.N.Y. .Rep. 


NY person advertising ir PRINTERS’ INK 
<\ to the amount nd #10 is entitled to receive 
tbe paper for one yea: 


r PIQUA CALL “ wants” advertisers who 
want results. Larger circ. than all other 
ua dailies combined. LA CUSTE, New York. 


Ts my ae! DAILY TIMES, only  anty in On- 

unty. Circulates in wns. Sub- 
scription | ae to farmers $2.00 a y ing 
advertising medium in its territo: bay. 


[3 2LB04RD tig a a reaches nearly 
» every billposter, di: ator, sign writer, 
poster printer and fair in the U. nd 

pit an Sub’n $1 per yr. 25c. } ty “Cincinnati_O. 


‘HE GOLFER for 1897 wi = be : to 
advertisers of g all descrip- 
tions, This e has the amie client- 
age in America. Its home patronage far = 
bp a apd local publication, and its 
mbraces the leading advert 
ra the Lyttmy Amy If you have good goods, nie 
ling to the better class, Bm advertisement 
should be in THE G: oa. Rates of the agencies 
or THE GOLFER, Bosto 
Goon HOUSEKEEPING, 

__ Springfield, Mass., 
gives first-class service “e and appeals to the very 
best class of American housekeepers, who are 
really the buyingclass, and hence the most profit- 
able ones to appeal to. 

Woman, as a rule, guides the family expendi- 
ture, and makes most of the purchases for all the 
good things of the home. 

Hence the well-known and generally accepted 
axiom that “ woman’s good taste and judgment 
unlock the pocket book.” One of the best me- 
diums to reach over 50,000 families is Goop 
HOUSEKEEPING. 

Published monthly by Clark W. Bryan Co. 

Address all communications about advertising 
to H. P. HUBBARD, 38 Times Bldg., N. Y. 
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ADDRESSES AND ADDRESSING. 


E address and pon pd advertising mat ier in 
Philadelphia and vicinity at much le-. than 
ness and profes- 

‘throughout the eg ey id for 

ROWE Tw ING CO. , 238 So, 8th 


ws 
cost of 
sional 


cireular. 
St.. Philadelphia, P: 





ADVERTISEMENT CONSTRUCTORS. 
Czas 1 SIIN BATES, N, Y. 





ps= AUVERTISING CO., Newark, N. Y. 


( \ ILLAM & SHAUGHNESSY, Advertisers, 623 & 
3 §624,Temple Court, New York. Write. 


) ETAIL grocers and : Got what 
R want. Writeme. J ARBORO, B’ 


R EALLY good cuts at really moderate 
\_ 2c. stamp bri cireulars. R. L. CU 
150 Nassau St., New York. 


, bige - ote writer of caietvely medical and 
ous ot vertisin; Advice or samples free. 
ULYSSES &. 


MANNING, South Bend, Ind. 


A. attention! Have me arrange 
and dress pty hegee I know how 


to make them rich, el it, catch Estimates 
submitted. HARRY (. WI NN, Box is, Hope, Ark. 
LL the borders and ty used in PRINTERS’ 

INK are at the disposal of people who have 

their Aig pags put in m iyee 77 =. wi. 

JOHNSTON . Printers’ Ink Press, 10 Spruce 

St., New York ty. 

eye out oe of 
pou The best subst 

is & illustra’ 

should be handsome to 

kind THE LOTUS PRESS, 

Send for our booklet. 


I F yes are not doing all gz all the business you think 
ju oug) 4 to do, write to me a will tell 


i 
RAN, 


is not always 
ute for hy eg 
he 


e, but 
ro! table, srorthis 


you ow tof That is m ssion in life 
(that, = etuing rich), CE ARLES AUSTIN 
BATES, 


erbilt Bldg., N. Y. Plans, advice, 
rs. 


\ ’Eare bringing out a series of booklets ad- 
r business—a 


ive advertiser hint to the 
— in eve 
king Busi 


line ot og. ere 


“ Tilusti rite us a with 60 speci- 


MUENCE, 
Penn Mutual plage * Phils, 


\V 7 E want you to get acquainted with us. We 
believe we are doing ‘he best work in the 
comeren the writing an of ads and 
kk] Send us samples of your ads, and tell 

us about your business, and we will send you a 
letter of advice free. Send us $1 and we will 
send you two specially written ads. An extra 


dollar rings = appropriate cuts. is our 
charge for an 8-page »klet, with cut for cover. 
is us hear you. THE — 


rom 
GENCY, Penn Mutual Building, Phi 


WANT to hear from the tay man bate Fig 
e 


m to get it. I 

wil I will write 
ustrate matter that will sell his goods. | 
fail occasionally —not often—I os — fees 7 
time. If you want to judge m ye 
of work, 7, i 4 <a “Good Ad- 
vertising.” oe neges, 3. book AUSTIN 
BATES, Vanderbi It Bidg., N. Y. ae, advice, 
writing and ill ustrating for a for advertise: 


M's ccess has been built | largely on m = 
ity to to tell a —— man what todo 
duce certain trade There aré many pa 
who can write ey, a ane advertising matter 
after somebody tells them what to say, po a 
to oe, how many meee to use, what nts t 
out. These re the heart a pith 
of a vertising. Adve and is not a mere ques- 
tion of pretty phrasing and attractive pictures— 
it is a business problem—a serious. vital problem 
that only a business man can struggle with suc 





cessfully. rite me about your important 
work. ns AUSTIN BATES, Vanderbilt 
Bidg., N. Y. Plans, advice, A ~+%- illustrat- 


ing for advertisers. 
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$1. Headings written for grocers’ ads, 
20°8 bat of them "uitable "for By busi- 


ness. Tried and found gees . CHAS. OOL- 
FOLK, 446 W. Main St., Louisville, ..* 
D Sie car woanes soa a perfect may of 


led the Cus 
phlet. i ey ve del slghttal. wt TYP’ £ FOUNDERS 
list of branches under * For Sale. 


— written and illustrated, and am now 
rinted, five booklets. One is for the 
k otel Manhat- 


the 
ay ies of the 


ho mean 
business. M are reasonably high. CHAS. 
AUSTIN BATES. Vanderbilt Bl ny Ney Plans, 
advice, writing and illustrating for advertisers. 


CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
the appropriate class, cost 50 sate a line, for each 
insertion. One line inserted one year, 52 weeks, 
Sor $%, 6 months ‘mae £e. 5 mouths Sor $6.50, or 


4 weeks for's oe. For ti who does not 
fin nd the head. ig he wate @ new heading will be 
made to special 


AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 
BOOTS AND SHOES. 
“ BOOTS AND SHOES” WEEKLY, N. Y. City. 
DIRECTORIES. 


AMERICAN NEWSPAPER DIRECTORY, 





WS — St., New York. Price 

HOT D BOOK: Directory of the hotels of 
the Uni ited States. Price, $3. Address care 
GnaND UNION HOTEL, New York. 


EDUCA TIONAL. 


THE SOUTHERN SCHOOL, Lexington, Ky., 1895, 
sworn circulation 6,092 copies weekly— largest 
circulationin Ky. outside of Louisville. Official 
organ Ky. an la. State Boards of Education 
Rates and sample copy Sree. 


GROCERIES. 

GROCERY WORLD, Philadelphia, Pa. The larg- 
= fo the == comeiate 5 a 
int econ. Send for free for tres urns Pipulished 

MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
TEXTILE. 
TEXTII.E WORLD, Boston. Largest rating. 
YOUNG MEN. 
STATE ASS’N NOTES, Chicago. 10,000 quarterly. 
RS SE EE TE SO RR Be eer 


GUARANTEED CIRCULATIONS 


The circulation n of th ae Stioetos pa- 
pers is guarant by heen en 
of the AMERICAN NEWSP DI 
RECTORY, who will PAY A REWARD 
OF $100 in each and every case where it 
shall be proved that the ris not en- 
titled to the rating accor 


ILLINOIS. 
CHICAGO EIGHT HOUR HERALD, 17,370. 


MAINE. 


0. C. ADVERTISER, Norway, Maine (local), 2.340 

















PRINTERS’ INK. 


NOW ON EXHIBITI 
GEO. KIS 


253 Broadway, ae ow 


& 


a a ee Me 
sak done Sep oa 


a 
practical 
example 
of our 


medium 


Containing the advertisements of America’s most prominent 
least expense for most publicity, 








PRINTERS’ INK. 





if BTREET CAR 


THE OFFICES OF 


é& CO., 
- - - - - New York. 







Size 


of 


lit 


car 


18 feet ; 


body 


26 feet 


ee 


4 


over 
plat- 
forms; 
fully 
equipped 
electric- 


ally. 


aBvertisers, who wish to reach the Great American Public at 


DU? 
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PRINTERS’ INK. 


A JOURNAL FOR Al FOR ADVERTISERS. 


2 Issued every Wed sday. Teun cents a copy. 

eee eae ee five = owe year, in a. 
dollars a *k num 

tye ten dollars, ia in advance, a ua receipt 
ven, covering a paid subscription from 

date te to Gannary ist Ist, 1901) the end of the century. 
co ae inted from p lates, it is always 
possible to issue a@ new edition of five hundred 

copies for $30, or a larger number at same rate. 
¢ . Publishers desiring to subscribe for PRint- 
eExs’ Ink for the benefit of advg trons may, 
on Cyt obtain special confidential terms. 
f any person ee has not paid for it is re- 
ce — PRINTERS’ INK it is because some one has 
subscribed in his name. Every pa hy me is stopped 

at the expiration of the time paid 


Oscar Herzserc, Managing Editor. 
‘Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce StReeT. 
LonpolfN Acent, F. W. Sears, 108 Fleet St. 
Cuicaco, Cuicaco, Bentam & & INGRAHAM, 315 Dearborn Se. 


NEW YORK, . NOVEMBER 11 11, , 1806. 








EACH successive advertisement gains 
an impetus and influence from the 
previous one. 


TIMID advertisers should remember 
the words of George Eliot: ‘‘It isn’t 
only laying hold of a rope; you must 
go on pulling.’ 


To confine the display of an adver- 
tisement to a single word is always 
wise when the idea of the advertise 
ment can be so expressed. 





AN eminent divine writes to us from 
Carlisle, Pa., complaining that the 
editors of that place send the devil to 
the parsonage every week to collect 
the church news 





SPELLING contests seem to be the 
favorite advertising, ‘‘scheme”’ just 
now. Almost every publication one 
takes up contains an announcement of 
prizes in one of these contests. 

ee 


AT two o’clock on Wednesday, No- 
vember 4, the sales of the New York 
Journal for that morning had reached 
958,991, and of the Germag edition 
83,893. This is the highest water- 
mark ever reached by a New York 
daily. 

THE publisher is under no more ob- 
ligation to his advertisers than the 
doctor is to his patient or the lawyer 
to his client The business transacted 
is for mutual benefit. Each requires 
the assistance of the other. Without 
the newspaper great advertisers can- 
not exist ; without the advertisers the 
newspapers of to day would be impos- 
sible. 


PRINTERS’ INK. 


ADVERTISING pays when it is gone 
about in an intelligent, business like 
way, as men work to get their money 
out of any other investment. 


THE impression prevails among ad- 
vertisers that the rates of advertising 
have increased rather than diminished 
of late years, while the cost of white 
paper and the subscription price have 
been greatly reduced. The fact is 
that the rate of advertising, the cost 
per line per thousand circulation, has 
also been reduced—vastly. 


IN the campaign just closed none of 
the political parties was allowed to 
send fake newspapers through the 
mails at a cent a pound, thereby de- 
moralizing postal rules, as has been 
done during every previous Presiden- 
tial canvass, causing observers to 
wonder why a campaign club might do 
what would be forbidden to a Board 
of Trade. Postmaster-General Wilson 
made a distinctly marked step toward 
progress when he put a stop to a glar- 
ing abuse to which his predecessors 
had persistently closed their eyes. 


So few advertisers who use poetry 
secure verse that is really meritorious 
that the rhymed advertisements of 
Ivory Soap stand out conspicuous for 
their excellence. A recent poem, ac- 
companying a colored picture of a 
handsome girl, reads as follows : 

I look and long to touch her lips, 

Or steal one curl among the tresses 
Through which the summer sunlight slips 

And summer breezes blow caresses. 


“What makes you always fair?” I ery, 
But she says naught until 1 force her, 
And then demurely makes reply 
= wey, 2 just pure Ivory Sean. of course, 
ir 





OF the New York m morning dailies 
the Journal now has the largest sale. 
The Word is a close second. Each 
of them sell more than twice as many 
copies vs the Herald, but it is gener- 
ally conceded that the Her /d’at one 
cent would rapidly step into first place. 
The Herald is now sold at three cents 
a copy, and many good business men 
would doubt the advisability of a re- 
duction in the price. Even with a 
still smaller circulation the Herak’s 
advertising patronage would remain 
for years as it is now, the best in the 
United States. Advertising patron- 
age comes slowly, but when a paper 
once gets it it stays—circulation or no 
sirculation. 




















PRINTERS’ INK. 


A MODEL NEWSPAPER LEAFLET. 


The newspaper publisher, when ad- 
dressing an advertiser, endeavors to 
impress upon him such advantages as 
the paper possesses over others in its 
field, tor, as no advertiser uses all pa- 
pers, each will select such as have the 
best story to tell and tell it in the most 
convincing way. The story that here 
follows is good and well told. 

HOW WE COMPARE. 
Figures taken from ss ——— Newspaper 


There are forty-four periodicals published 
in Maine which gave their definite circula- 
tion to the directory maker. Twenty-two of 
these are located in cities of more than 7,000 
population and could not be reckoned as in 
the class with the Advertiser. The other 
papers of known circulation are: 








De iiniacws weed Enterprise, 600 
Preaport...ccceces Six Towns Times, 1,542 
Gorham........... Narragansett Sun, 1,180 
Westbrook........ Globe-Star, 773 
Ellsworth......... American, 1,950 
Ellsworth......... Enterprise, 800 
Green’s Landing... Deer Isle Gazette, 500 
GR ncvecesecers Times, 1,200 
Boothbay Harbor.. Register, 1,150 
"eee Messenger, 1,250 
Norway ....0+0000¢ OxtordCo. Adv'tiser, 2,340 
Rumford Falls....Times, 1,691 
Ser Times (daily), 1,150 
| ere Independent, 1,450 
Bath. ...ccccccsees Enterprise (s’-w’ly), 1,900 
Pittsfield.......... Advertiser, 1,904 
Skowhegan Somerset Argus, 500 
Skowhegan .......Somerset Reporter, 2,400 
Danforth .. ..Border News, 1,257 
Eastport.......... Sentinel, 2,184 
Phillips........... Phonograph, 2,520 
Hallowell......... Register, 530 

Tate... .ccccecercccesesecessossoces 28,271 


The average output of papers of known 
circulation is 1,285 copies, which is 1,055 
copies less than the Advertiser circulates 
weekly, and only two in the list surpass it. 

In New Hampshire towns of less than 7,000 
population there are published eighteen pa- 
pers whose proprietors are not ashamed to 
tell the amount of business that they do. 
The total of these is 23,843; average, 1,325, 
and the Advertiser surpasses this average 
by 1,0r5 copies, with only two papers exceed- 
ing the Advertiser weekly average of 2,340 
copies. 

ermont towns of fewer than 7,000 people 
have twenty one newspaper proprietors with 
circulations good enough to tell about. Their 
total is 29,050, average, 1,384, and here the 
Advertiser exceeds the average by 956 
copies, and is surpassed by only one paper in 
the list. 

In Massachusetts we find 24 papers of 
known circulation in the class with the Ad- 
vertiser, and their total output is 29,047; 
average, 1,210, and here the Advertiser is in 
excess of the average by 1,130 copies. 

In Rhode Island there are six with a total 
of 9,497 and an average of 1, 83, and in this 
State among the papers of known circulation 
the Advertiser exceeds the average by 757 
copies per week. 

here are 23 publishers of reliable papers 
in Connecticut, and these papers have a total 
circulation of 25,ro1z, and an average of 1,091, 
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which is 1,249 less than the Advertiser's av- 
erage of 2,340 copies per week. 
rom the foregoing it can easily be seen 
that the — County Advertiser, of Nor- 
way, Me., belongs to the cream of the coun- 
try re of known circulation im New Eng- 
land. It is published in the growing, thrifty 
town of Norway—hence usually called the 
Norway (Me.) Advertiser. 
Ten Years’ AVERAGE—2,420 Copies PER 
EEK. 
THE AVERAGE WEEKLY CIRCULATION PER YEAR. 
Average Weekly Circulation for 1886...2,355 
- 1887... 
2 





“ ow eo 
“ “ “ 1895. . .2,326 

No other similarly situated, purely local 
paper in Maine equals it. 

PRIVILEGES ALLOWED PATRONS. 

To examine our mailing list; count the 
number of names on it; see where papers 
circulate. 

To figure up the amount of money received 
from our subscription list tor the ten years 
or any one of the years. 

To open the ledger and see what your com- 
petitors are paying for space. 

To cancel any contract at any time and to 
settle for space used at pro rata yearly rates 
whenever you are convinced that the work is 
not paying you. 

For space and rates, address 

F. W. Sansorn, Norway, Me. 


—_———— oo 
A BUSINESS CRISIS. 

Senior partner—Vhere’s der office poy ? 

Junior partner—I shoost fired him. He 
orter be in Sing Sing. He led two postage 
stambs ged stug togedder und dere vas a 
dead loss of — 

Senior partner—Two cends. Merciful 
Rachel ! two cends. 

Junior partner—Even vorse dan dat. I 
dried to get dem apart und shpoilt both off 
dem. (Both faint.) 

Kaa 
A SOCIETY INCIDENT. 

Caller—Can I see Mrs. Van Vooner ? 

Servant—Not at present, madam, but if 
you like to sit down and wait until she has 
read all the bargain sale advertisements in 
the morning paper, I will send in your name. 
I would not dare to disturb her before then! 


———_¢ - ——___—_ 
WHILE YOU WAIT. 
Customer—You have a sign in your win- 
dow, “‘A suit of clothes made while you 
wait.’’ Do you really do that? 
Tailor—Yes, sir. ou leave your order 
with a deposit, and then wait till the gar- 
ments are finished.— 77#-Bits. 


lpia ancaeneiaans 
OFTEN ENOUGH. 
Little Johnny—What is your papa’s busi- 
ness ? 
Little Clarence—My papa is a poet. : 
Little Johnny—Huh! That ain’t a busi- 
ness—it’s a disease.— 77t- Bits. 
SHOP-WORN. 
Solomon—Why do you advertise that your 
clothing “‘ fits like a glove”’ ? 
Isaacs—Pecause I haf had it “‘on hand” 
so long, ain’t id? 
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The United States Clothing Com- 


pany, of Milwaukee, Wis., send mean 


advertisement with the head-line: 

‘* Hop—skip—jump.’’ The ad occu- 
pies three inches, single column. One 
and one-half inches of this space is 
taken up by the ‘‘ Hop—skip—jump.”’ 
The other half simply quotes prices. 
If the prices are right, almost any ad 
that quotes them should attract some 
customers. However, if the ‘‘ Hop— 
Skip—Jump” space had been partly 
occupied by facts about the bargains 
offered, the ad would be many times 
more effective. I don’t believe in tak- 
ing a ‘‘ Hop—Skip and Jump”’ from 
an alleged catchy head-line to a mere 
list of figures without any descriptive 
matter or facts. Here’s the ad re- 
ferred to: 





Hop, Skip, Jump, 


if you like, all around town, you’ll 
settle down and buy your clothing at our 
store at a saving of $2 to $5 per suit. 
All-Wool Scotch Cheviot Business Suits, 
$s, 75c. Wash Suits, ages 3 to 10, at 4oc. 
Boys’ Suits, ages 5 to 15, —_ pair pants, D. 
B. Coat and Stanley Cap, of good woolen 
oods, at $1.50. Men’s Sctede All wool 
eum, $1.50. Summer Coats and Vests at 
s5oc., worth $ 
At $6.85, = 85, $8.80 and up, per suit, you 
save still more. 
UNITED STATES CLOTHING CO., 
370 East Water Street. 
Retailers at Wholesale Prices 





** 

Edward M. Johnson, of Ozark, Ala., 
sends me a sample of the too prevalent 
doggerel advertising. I don’t believe 
that jingles will sell goods. I don’t 
believe that rhymes will sell goods. 
I don’t believe that political allusions 
will sell goods. I don’t believe that 
stuff like the following is worth the 
ink that it takes to print it : 
Silverites, goldbugs, one and all, 
Stop on your way and give usa ‘call. 
We are not at special which metal you bring, 
But guarantee to you a very good thing ; 
haltbae you will say when your bargains 

are won, 
Our goods and our prices are 16 to 1. 
M. B. Gay, Boots and Shoes. 

It doesn’t quote a price. It doesn’t 
state a fact about the goods. It doesn’t 
give a single reason why M. B. Gay 
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is a good man to deal with. It is simply 
doggerel, such as any school-boy might 
write. 


#,# 


As I go through the stack of matter 
sent me for criticism, I wonder more 
and more why it is that so many people 
imagine that a good advertisement must 
be written with a certain number of 
feet in each line, and a jingle at the 
end. I have advertising doggerel sub- 
mitted to me by the bushel and car- 
load. I seldom pay any attention to 
it for the reason that I have repeatedly 
said that I did not consider doggerel 
good advertising. Gaylord W. Cook, 
of Los Angeles, Cal., is one of a mul- 
titude of advertisers who indulge in 
doggerel. Here’s what he has to say 
in the shape of an ad fora printing 
office : 

If any kind of printing is ‘good enough”’ for 
you 

Then th 9 are other printers who probably 
wi 

But if you want it “‘ up to date’’—the sort 
that pays you best, 

You'll find we turn out better work than any 
of the rest. 


If Mr. Cook had made his argument 
in plain prose English, to the effect 
that he turned out modern, effective 
printing, he might have made a good 
business-bringing advertisement. 

*_% 
* 

C. B. Polston, of St. Louis, Mo., 
sends me samples of work he has done 
for the Famous Shoe and Clothing Co., 
of that city. One is an imitation of a 
telegram, inclosed in an envelope that 
resembles the Postal Telegraph en- 
velopes. I suppose this is intended to 
be distributed from house to house. 
If so, in nine cases out of ten it will 
be received by a woman. Any one 
who has ever watched a woman go to 
the door and receive a telegram knows 
that it is invariably a shock to her. 
Business men are accustomed to re- 
ceiving telegraphic messages, but 
women, as a rule, are not. A tele- 
gram to them means, nine times out of 
ten, death or sickness. When they 
find that they have been fooled and 
unnecessarily frightened they are 
pretty sure to resent it. Their hus- 
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bands will never see the ad, for the 
reason that the women will promptly 
destroy it. I don’t blame them. 
Here’s the alleged telegram : 


Sr. Louis, Mo., Jan. 13, ’96. 
Come at once nobody sick but Famous is 
selling unrestricted choice of any mens or 
young mens suits, overcoats or ulsters in the 
entire house for thirteen dollars and seventy- 
five cents. 
Famous, Broadway and Morgan. 


* & 
* 


W. B. Powell, of Lacon, IIl., writes 
me as follows : 
Lacon, IIl., July 1, 1896. 
Dear Sir—I have been writing the ads of 
a drug house of this place for a year or so. I 
have Fittle vr no help from your department 
on this class of ads. I am a close student of 
your department and learn that honesty and 
plain talk is the thing. I inclose a few 
ads taken at random from the Democrat of 
this place. If they are worthy criticism or 
reproduction they are at your service. Re- 
spectfully, W. B. PoweLt. 


He incloses a half dozen samples of 
his work. They are all fair to good. 
In fact, I would call them all good if 
they all quoted a price or prices : 


PRICES RIGHT ON 
RIGHT WRITING PAPER. 


Good stationery lends tone to your 
correspondence. Have the largest se- 
lection in Lacon. Loose or in tablets. 
Fine or superfine. Ruled or unruled. 
In all the latest shades and sizes. 


E. L. BUCHANAN, Lacon, ILL. 











* 
* 


The Great Eastern Clothing House, 
of Duluth, Minn., on St. Patrick’s Day 
sent out a green card with a shamrock 
attached. The card doesn’t have any- 
thing to say about business. But, as 
I suppose, it is sent’ to a list of people 
of Irish descent, I believe it is a good 
advertisement. This is an exception 
to the general rule in such matters for 
the reason that it touches a tender spot 
in the heart of every Irishman. I re- 
produce the card : 

_ Tue Great Eastern, DuLutu. 

Fine Clothing, Hats and Caps, Gen- 
tlemen’s Furnishings, Boots and 
Shoes, Trunks and Satchels. 

Dear Sir— Allow us to present you the 
inclosed little memento, “‘A Sprig of Sham- 
rock,” as a simple reminder of the day we 
celebrate. That day, and its memories so 
dear to the heart of every Irishman, no mat- 
ter whether at home or in any of the four 
corners of the earth, that causes him to cher- 
ish with all bis feelings the hope to see 
** Treland a nation once again.”’ 

Yours very sincerely, 
M. S. Burrows & Co. 
St. Patrick’s Day, March 17, 1896. 
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I am in receipt of a dozen advertise- 
ments for Will E. Huston, optician, at 
Greenfield, Ind. They are good, with 
but one exception. The head-lines 
are striking. The arrangement is 
unique, and the letter-press through- 
out is business-like and convincing. In 
the one exception Mr. Huston breaks 
away from business-like prose and in- 
dulges in a doggerel parody on Ham- 
let’s Soliloquy. Mr. Huston is his 
own adwriter and ought to be getting 
good results from his advertisements. 
I reproduce one of the best of the ads: 





This is the “conversational” style of adver- 
tisement originated by Mr. Gillam for John 
Wanamaker, of Philadelphia, who ) pea the 
writer $10,000 a year. Some of these ads may be 
worth ten thousand to as You wouldn’t sell 
your eyes for that, would yout 


LISTEN TO 
THEIR PLEADINGS. 


It is the best part of common sense to keep 
one’s self comfortable. When the eyes pain, 
smart or water from use it is their pleading 
for help. Spectracites! No matter if some- 
body tries to dissuade you. It is you who 
have the pain and danger. I make no charge 
for examination of the eyes. Have a handy 
workshop for quick repairing and make a 
cog of “hurry up” jobs. If your 
glasses are crooked or pinch, I'll set them 
right. Nothing to pay for that, as a rule. 
HUSTON, Grapvate Oprician. 
With L. A. Davis, the Jeweler. 





* * 

Next to doggerel the silliest and most 
worthless ads are punning ads. I be- 
lieve that ninety-nine out of every one 
hundred people consider a punster a 
bore, even in social life. He is doubly 
a bore in business. The following ad 
is about as bad as it could be. It Mr. 
Elmendorf talks to his customers as he 
advertises to them, he couldn’t hire me 
to come to his place if he offered his 
goods free: 


All of Elmendorf’s 
Borders (boarders) are leaving them because 
they do not give them anything but Rolls 
and Paste (ry). 


320 CARROLL STREET. 
ELMENDORF’S WALL PAPER STORE. 


I once knew a man who made the 
regular tourist’s round of Europe. He 
visited London, Paris, Rome, and 
went up the Rhine. He came back 
and wrote a 500-page book about his 
trip, in which every tenth word was a 
pun. Not a single sentence in the 
book but contained a pun. Hegwrote 
the book for distribution to his friends, 
among whom he had achieved a repu- 
tation as a remarkable punster. But 
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even this man, who is also a success- 
ful advertiser, had sense enough to 
keep his puns out of his advertising. It 
is the cheapest kind of wit, and utterly 
without convincing power. 


* 
*«* 


Here’s an ad fora butcher, written 
by Louis Jac Kramer, of Elkader, 
Iowa. It could not be improved, ex- 
cept in the fact that it doesn’t quote 
prices : 





A Trimmer 
In Our Meat Market. 


You purchase a choice roast 
and we'll fix it to a queen’s taste. 
Trim out the bone, lay on an 
elegant slice of suet, tie it up and 
it’s ready for the oven. 

It wil] make your mouth water 
to look at it. 


NO EXTRA CHARGE, 
KRAMER, THE BUTCHER. 


* * 
READY-MADE ADS. 


[I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
ven to the author when he is known. Contri- 
utions of ne ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—Eb. P. I.] 








For House Furnishings. 


Ever Been 
In Our Basement? 


It’s a bee-hive of bargains. 
There's where we carry the small wares of 


House Furnishings—things you may not know | 
where to find when you want them. Save} 


your money even on these little things. 
Only store in town that can furnish your 
house from top to bottom. 


For a Butcher—(By Louis Fac Kramer). 
It’s Nobody’s Fool 

That Buys Something to Eat 
When He Is Hungry. 


When you are hungry and want 
something fancy in the meat line, 
just step into our market. 
e think we can please you 
and almost know it. 
Rich, Juicy, Porterhouse Steak at 12!4c. per 
pound, 


For Mattresses. 


MATTRESSES. 


How little the outside of a mattress tells 
of the inside. How completely you are at 
the mercy of the mattress man, unless you 





rip it open, and even then not one in a hun- | 


dredi@an tell whether the hair is of the right 
grade. We know what goes into our mat- 
tresses, we stand behind the quality as fairly 
and squarely as behind the grade of every- 
thing else in the store. 
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For Corsets—(By H. W. Speer). 
Corset Choosing 


is so easy here now. So many ladies 
still buy Corsets like they do beef steak— 
take what’s handed out without a murmur, 
sometimes good—often a job from some 
“busted”? factory that couldn’t fit a fence 
st. Different here. We insist on provid- 
ing only the reputable makes and in fitting 
the customer with what we believe to be a 
“ Suitable’? Curset. Like a good shoe, you 
can hardly pay too much for a good Corset 
if it’s “‘ suited ” to you. 
Note some beauties in north-east window 
to-day. 


For Gents’ Furnishings —(By Louis Fac 
‘ramer). 
TIES—2sc. 





Down, 
Way Down, 
Terribly Down. 


Superb collections of all the latest 
ties, Trilbys, plaids, Duchess, 
four-in-hands, etc. 


Cuorce For A QuaRTER. 
For Artists’ Materials- (By Octavus Cohen). 


Painting the Lily 

would be a waste of time, but there 
are many things about the house that can be 
made as good as new with the aid of a can of 
the enamel and gold paint which we sell and 
which can be applied by any one. 

But perhaps you are more interested in 
house and floor paints. We have them, too, 
and in endless variety. 

Artists’ Materials—no end to them. 
Carriage and Bicycle Enamels. 
Decorators’ Pencils and Brushes. 
Glass—Plain, Decorative and Ground. 

We handle exclusively paint and its logical 
accessories. It is our business, not a side issue. 
Therefore we understand it thoroughly. 

Catch the idea? 


For Any Business. 


Don’t Stop to Think. 


Buy, and then think afterwards. 
Of course that might be a dan- 
gerous course to pursue in all 
stores, but here you could buy 
with a handkerchief tied over 
your eyes, and still get full 
value. 








For Hardware. 
The Better the Grade 
The Bigger the Trade. 


Never was there a truer word spoken. It 
has been our watchword from the start. 
Nothing but the best at any price, but the 
price is always as low as the  ALxtooy 


IRONCLAD ENAMELED WARE. 


Housekeepers have long since learned the 
virtue of this ware. Light, strong, durable, 
it can be used for any and all cooking pur- 
poses. There are two kinds, though, “‘firsts’’ 
and “‘seconds.”” Beware of the “‘ seconds.” 
The “ firsts’? are free from all poisonous 
acids and do not burn out through flaws in 
the coating, and the price is scarcely more 
than for tinware. 
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THE ELECTION i! 


Cctsptaie these Returns From 
Every State! 


ENORMOUS MAJORITIES! 


——— 


The Popular Choice No Longer 
A Matter of Doubt!” 





The Question as to the Standard 
Definitely Settled! 





At’ this writing, the actual of 
vote has not yet begun, but that exercise is 
now only a + Bates of wth ons as tie result 
of the voting has been scientifically 
and accurately fone 7 the Countagraph, 
= latest invention of Thomas A. Eddy's- 


This remarkable device enables one’ to 
calculate events thirty-six hours before 
they come to pass. We are therefore able 
to lay before our readers the result of the 
election which is yet to take = and 
relate history while it is yet ‘i 

n Mnesenee. majority will wae in itor 
of the New York Stan Watch. In 
two om of the districts — will = 

ti ly no 0} on, and the cand: 
con from Suivecrlond will not be men- 
tioned in the returns.’ In the State of 
Eooviiae State of Peacefulmind and 
of Commonsense the vote will be 

po Ed. for ‘The Best Watch in the 
World for the M ; and the only 
States which will return any sort of showing 
for the opposition are of Ignor- 
ance, Stete of Mossback and the Territory 
of Prejudice. 

Col. Fifteen-Hundred-and - Thirty -One 





will have a walkover in eve: part of the 
country. Hon. Forty — will sweep the 
North, South, East and West. In fact, 


every name on the Standard ticket will 
secure the enthusiastic support of every 
American, outside of the lunatic asylums, 
the homes for the blind, and the cemeteries. 
The reasons for this overwhelming victory 
are not ind. - The bigh personal 
qualities of the various candi on the 
ticket are poupeaaes by the platform on 
which This platform declares 
for Prowction , the movement (by being 
Say By and provides for Free 
rade to the , a by reason of the low 
ey at which the jucts of the New 
ps Standard bg 


customers 
“standard mE for “all sorts and conditions 
of men" (who are curious as to the time of 
day) is the Standard Watch; and the 
ople respoud to this platform utterance 
im a ratio of “4 000 who will buy the watch 
“ioe New York 
is sweeping victory for the New Yo 
Standard wn indicates such practical 
unanimity among the masses in its favor 
that it is safe to conclude its term of office 
will be extended indefinitcly, even if it is 
not immediately proclaimed to be abso'ute 
ruler, by the will of the people. i live 
this free King of a free vest. pocket! 


————————— 


A GLASS STRIKE SETTLED. 


Pirtsavnc, Pa., Oct. 31.—At to night's 


rTi- | session of the conference between the green 


glass manufacturers and workers the latter 
— - a reduction of 5 per cent. in 
last 
The renanadanterene wa 
This settles the strik 
which employ 2500 
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days before election. 


A FULL-PAGE advertisement from the November Aeysione, issued a few 
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HOTEL LETTERS. 


An enormous amount of mail matter 
is received and distributed at the hotels 
of this city. There are several dozen 
at which the mail business exceeds that 
of hundreds of post-offices throughout 
the country. At the largest hotels the 
greater part of the time of at least two 
clerks is mainly consumed in looking 
after letters. A well-regulated hotel 
presents in its mail department all the 
appearances of a fully equipped post- 
office. There is the series of pigeon- 
holes in the formally constructed 
cabinet, and the letters repose in them 
with all the precision of a professional 
post-office. A clerk stands constantly 
by the cabinet ready to answer 
any application for mail. In* many 
cases, just as the postmaster in a vil- 
lage or even town, he knows the ap- 
plicant, and at sight of him hastens to 
produce his mail. In fact, so well 
settled a business is the mail function 
of hotels that the routine and experi- 
ence of one are substantially those of 
all, only the volume varying according 
to the patronage of the hotel. 

At the large first-class hotels in this 
city an average of about 400 letters is 
received daily In the summer the 
number falls below this, but in winter 
rises to as many as 500 to 600. The 
400 letters meet with one of four fates. 
They are either distributed to guests 
in the hotel, or to persons who are not 
guests, or they are sent after departed 
travelers who have left directions for 
forwarding, or they are ultimately dis- 
patched to the post-office to be dealt 
with as undelivered mail. It is sur 
prising what a large proportion of mail 
received at a hotel is addressed to per- 
sons who are not guests, but who come 
in and call for their letters. At one of 
the principal hotels near Madison 
Square it was said that almost half of 
the letters received were for such per- 
sons. The hotels from Twenty-third 
to Forty-second street suffer most from 
the assurance of these individuals. 
Below Twenty-third street not more 
than about a quarter of the mail goes 
to outsiders. Above Forty-second 
street the proportion dwindles to about 
one-tenth. None of the houses, how- 
ever, is exempt from this annoyance 
and the labor it entails. At all the 
hotels it is endured with exemplary 
patience up to a certain point. Atthe 
first request for mail from an outsider 
it is politely handed over, if any, with- 
out question, and so for several visits. 
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When the habit shows symptoms of 
becoming chronic, the visitor's atten- 
tion is civilly called to the fact that 
his mail has been arriving at the hotel 
for some time, although he himself 
has not been a guest. Then the stock 
excuse is heard: ‘*Oh, I intended 
stopping here, and so informed my 
correspondents, but I met friends on 
the way to the city and went to their 
hotel (or residence).””. When the im- 
position becomes too barefaced, the 
hotel people apply the simple but 
effective remedy of refusing to receive 
the obnoxious person’s mail. After 
various inquiries to which ‘‘no” is 
invariably returned, the pest ‘‘ takes a 
tumble,” and knows that he must find 
another hotel for his letters. Many of 
these persons are undoubtedly more or 
less adventurers, and the number of 
them is calculated to give one a start- 
ling idea of the size of the class in this 
city. Some of them are simply vain 
people, who wish to pose to their corre- 
spondents as dwelling in expensive 
hotels when they may be living in 
cheap boarding-houses. 

The letters uncalled for are kept for 
periods varying in different hotels from 
three to six weeks. The number then 
returned to the post-office is from *0o 
to 200. Behind the mail that remains 
unclaimed there is probably many a 
good ‘‘ newspaper story.” The letter 
without a claimant may mean that 
some impostor, like the late ‘‘ Count 
Zubof,” has discarded one identity to 
assume another. It may mean a sud- 
den death in a strange land among 
strangers. It may signify a fateful 
indifference or ignorance on the part 
of the intended recipient, whose whole 
life may thereafter run in a different 
channel for the missing of that missive. 
At the dead letter office the only 
mystery solved is the name and ad- 
dress of the writer, often not even so 
much.—NMew York Evening Post. 





oe 
ILLUSTRATED EXPRESSION. 








“* PUTTING HIS SHOULDER TO THE WHEEL.” 
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THE NEW PRESS AGENT. | 

In recent years it has been the conviction ! 
that itis the purpose of the press agent to 
invent yarns about the company or theater 
he represents and beguile the newspapers 
into printing them. It was he who lost so 
many million dollars’ worth of diamonds for 
various actresses between 1890 and 1895; it 
was he who evolved German counts out of 
his inner consciousness —counts who had | 
nothing to do but harass prima donnas with 
their persecutions; to him is due the blame 
for the bicycle and bloomer advertisements 
of which so many fair performers availed 
themselves, and no man can relate the ex- 
tent of his ingenuity in getting the public 
eye focused on his employer. But now all 
this is changed to a large extent. The day 
of “‘fakes,’” impossible stories, scandals and 
elopements has gone by, and the press agent 
is confining himself to facts, And right ere 
we may say that there are enough facts in 
the lives and experiences of the players on 
our stage to make interesting reading. The 
press agent lauds the wit, jngenuity, charity, 
industry, artistic bent, genius and good traits 
of the actors. This places them in a better 
attitude than if the more spicy happenings 
alone were related.—Chicago /ournad/. | 

caine ities 
* HOWE” PROVOKING, 

Inability to remember names sometimes 
causes embarrassments. There is a Boston 
woman who cannot remember names; neither 
can her daughter. One day, according to | 
the relator of the story, they met a firs, | 
-Howe, and afterward said to each other, 
““Now, we shall be continually seeing her, 
so do let us try to recall her name.” | 

“I know what we can do,”’ remarked the 


daughter. ‘Howe invented the sewing- 
machine, didn’t he? Well, just think of 
machines, and we’ll be sure to get her 


name.”’ 

The two ladies went to a five o'clock tea a 
few days afterward, and Mrs. Howe was 
there. Up sailed the mother, with her 
sweetest smile, and exclaimed, “‘My dear 
Mrs. Stnger, how delighted I am to see you 
again!’’ Soon afterward the daughter ap- 
peared, and, with equal charm of manner, 
exclaimed, “‘My dear Mrs. Wilcox, how are 


you?” } 


<o- . 
MAIL ORDER BUSINESS. 
If the post-office officials knew more it 


would be easier for mail order people to get | 


along with them, The average postmaster is | 
about as dumb as an oyster on subjects per- | 
ta'ning to advertising and mail order busi- | 
ness, and the worst of it is he doesn’t know 

it. The more you explain the less he knows, 


and pretty soon he jumps to the conclusion | 


that the business must be all wrong because | 
Now, we can’t | 


he cannot understand it. 
make mail order men of postmasters, and | 
we can’t make postmasters of mail order 


men, neither can we keep a postmaster in | 


office long enough to teach him anything. 
As we cannot break away from present con- 
ditions, the best way for any mail order ad- 
vertiser is to keep his fences tight. Handle 
nothing questionable, fill orders promptly, 
answer ail kicks, and then keep his eyes and 
ears open and his mouth tight shut.—Penny 
Advertiser, Kansas (ity. 


ARE OE 
THE INGREDIENT OF SUCCESS. 


“ The principal ingredient in all these pat- 


ent medicines is the same. > 
“Tt must be a powerful drug. What is it ?” 
“ Printers’ ink.”"—Brooklyn Life. 
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KEEP OFF WITH A VARIATION. 
Out on Cedar avenue an eloquent and 
somewhat pathetic signboard stands by the 
walk and notifies all would-be stragglers to— 
KEEP OFF 
THIS 
PROSPECTIVE GRASS. 





—Cleveland Plain Dealer, 
TE Raat: * ect Be ss 
WEALTH ASSURED. 

Mrs. Casey—Phwat are yez goin’ t’ name 
th’ darlint? 

Mrs. O’Brien—Solomon Isaacstein Jacob 
Cohen Aaron O’Brien; an’ if he don’t git 
rich wid thot name, he kin shtarvet deth, 
begorrah !—Fudge. 


+ 
THE REASON. 
Advertiser—I wonder why it is that your 
journalistic colleague of the Chaff won't ad- 
mit a single puff in his paper? 
Rival Editor—That's easy enough: he’s 
afraid it might blow it away.—BSoston ( our- 
ter. 





HE HAD TRIED EVERYTHING. 
“Honesty is the best policy,’’ said the old 


man. 
“Well, you ought to know,” replied his 

son, who had just heen admitted into part- 

nership.— /oronto Saturday Night. 





Sa nal 
TRUE ENOUGH. 
Brown—You should not speak disparag- 
ingly of Walker’s jokes. 
obinson—And why not? 
Brown — Because they are not to be laughed 
at. 


ARRANGED BY STATES. 


idvertisemeuts under this head 50 cents a line. 
Must be handed in 01e week ina vauee. 


CALIFORNIA. 


QocTH ERN CALIFORNIA’S matchless paper, 
‘ Los Angeles Times. Cire’n over 18,000 dails. 


MICHIGAN. 


[SHE Owosso, Mich.. RECORDER is delivered Ly 
carriers once a week to 2,000 homes. A prof- 
itable med. ium for your use. 


( ‘OVERS the field — St. Joseph HERALD—8,000 d., 
8,100 S., 9,000 w. fA COSTE, New York. 

( \ AZETTE, West Plains, Mo., leading paper in 
7 open farming and fruit-growing 

district in West. Write for rates. 


MONTANA. 
HELENA INDEPENDENT — 6,400 Daily, 6,600 
Sunday, 3,385 Weekly, teed. Lead 


. in 
newspaper in the Treasure State. H.D. LACOSTE 
38 Park Row, New York, Eastern manager. 


NEW JERSEY. 
be he Red Bank REGISTER are local advertisers 
who have been in the paper constantly for 
the past 17 years, and they are now taking more 
space than ever. 


NEW YORK. 


B INGHAMTON LEADER. 



































eee LEADER, the tea table favorite. 
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I INGHAMTON LEADER leading aierncon 
paper and the favorite family medium 


PRINTERS’ INK. 


WEST VIRGINIA. 





L ,iNGRAMrOn LEADER, the home paper, filled 
Ll. of live local and generss news ; no boiler 

. no fake features, but a legitimate paper 

ding the of its constituency. 


l INGHAMTON LEADER, first-class penny 
nee on paper. Most me rab ae daily in 
that cit; 


ding the respect confi 
dence o' readers and advertisers alike, both : at 
home and ab: iy, 87, circulation covering 
every issue 1895, sm Daily. 8 Mr oo, 6,600. More 
circulation wee! hamton 
weeklies combined. KWITH 
SPECIAL AGENCY, Sole Agts. Adver- 
tising, New York an¢ Chicago 


NORTH CAROLINA. 


a DVERTISERS want the best. The Charlotte 
News has the largest circulation of any 
“* paper, and the MECKLENBURG Times has 
the largest circulation of any weekly paper, in 








THE s. C BEI 
. Foreign 








Mecklenburg County, population over 50,000. 
Rowell’s Directory says so. tes are reasona- 
bie For further in Crmation address W. C. 





DOWD, publisher, Charlotte,"N. C. 


Wet MARTINSBURG WORLD is the only daily 
yy shed in Berkeley County, West Va., 
whic os a WHY K. of 18,702. Best weekly. 


WISCONSIN. 








I 46 306 PEOPLE in the Co ional 
), ) District requires Northern Wis- 
— have a new: r — of its own. 


=” Paul an waukee papers, when 
they Teach ‘is ——- are from — tS 








hours old. perior TELEGRAM , 5,50 daily, 

thoroughly cov came 3 this section. “Rates of H. 

LA COSTE, 38 Park Row, New Yo: 
CANADA. 

ae A line yearly. 30 best rs in Prov. 

6.00 ‘queec. E-DESBARATS Ad Agency, 

Montreal. 





HAWAIIAN ISLANDS. 


QTAR— Dail The live, popular 
. Lin oct 0 Covers the group 





and weekly. 
the country 
Honolulu, H. t 





OHIO. 


EADING daily and weekly papers in Fastcrn 
4 Ohio. THE VINDICATOR, Youngstown, 8, 406 
d., 8,400 8.,6,000 weekly. LA COSTE, New Yo: 


PENNSYLVANIA. 


yrs oe Doylestown, Pa. er be, 
in the county—weekly established 1 
pa establishea 1886; stanchest ae in the 
county ; the Can d journals owning their home; 
any Costesively ome-made papers in the county, 
— resorted to plate matter nor patent. 
Sen eee Sewing cirddiation, PAS- 
CHALL & CO. Doylestown, Pa. 


TEXAS. 


(jALVESTON TRIBUNE. 




















(JALVESTON TRIBUNE, a money winner. 





G ALVESTON TRIBUNE, the most influential. 





(fALVESTON TRIBUNF, prosperous and pow- 
erful. Leads the afternoon procession. 


igen es TRIBUNE makes money for it- 
M self will make it for you. Thoroughly 
up to Gate, pat ali modern mechanical appli 
ances. A live paper for live people 
GALYE*TON TRIBUNE, every copy counts. 

City circulation larger than any newspaper 
in Texas. A dividend-paying medium, backed 
by the brains and capital of the city. 


ALVESTON TRIBUNE, Daily four pages, Sun 








1 user, na Ln Jublished hp b; singe | 
ali live, us rs, publis e Ga 
veston Pun. Fo, » We Og ote has. Fow on 


Han; Clarence Ousiey, Hd 
ae 'y and ‘Bus. rence Ousley, Editor. 
8. C. Beckwith Spec. he’ cy, sole agents. 


VIRGINIA. 


T oop NEWS has the largest circulation 
4 of an r west of Richmond. Has only 
one rate forad vertising. 
any one. say information of H. D. LACOSTE, 38 
Park ew York, Manager Foreign Adver- 











WASHINGTON. 
Grarrce Tas 





G EATTLE TIMES is the best. 

‘ 

THE ene is the home paper of Seattle's 60,000 
people 





QEATTILE’S afternoon daily, the Times. has 
. the largest —" of any evening paper 
north of San Franc! 





ce ly. 








‘Dis played Advertisements. 


50 cents a line ; $100 a page; 25 per cent 
extra for spe cified position—tf granted. 
Must be handed in one week in advance. 


Send 
STAMES fOr L) FOES BSN ~ sy 4 ue 


pea {2,600 D. & 


Lynchburg NEWS (8,000 Weekly, 
M_ TE Tig TOPEKA, KANSAS 


Sirealation 7,600 teed—larger circula- 
tion than any other finees weekly. For rates, 
ete. dress C. rogness, Marquette Blidz.. 


Chicago, Ii., Western Agent. 


The Evening 
~eets—~_Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
14,362. 


Guaranteed by amatteen Newspaper Directory. 


R.LP.A.N.S| 


Packed Without Glass. 
__TEN FOR FIVE CENTS. 


This special form of Ripans Tabules is yrepased 
from the original prescription, but more econom- 
sony put up for the pu of meeting the 

versal modern demand for a low price. 

DIREC ‘TIONS.—Take one at meal or bed 
time or whenever you feel poorly. Swallow it 
whole, with or without a mouthful of water. 

They cure all stomach troubles ; ish 
induce sleep ; + econ life. An invaluable Sale 

Best Spring Medicine. No matter what’s the 
pwr A one will do you One gives relief— 
a — — roms pic. directions oo by 
t to be had of 
that almost 














by a ah uw de 80; 
carton, containing ten iabules, 
age paid, to any address for five cents in Tg 

Ripans Chemical Co., No. 10 
Spruce St., New 


York, Until the eoome 9 thor- 
oughly introduced to the trade, Ialtow 
diers will be supplied at a paiee © ™ ich will low 
them a fair margin of 
tons for 40 cents— = 145 — hg b yn rir 
cartons) for $4.32— J mail for $4.82. 5 gross (720 
cartons) for $20.52. (3,600 cartons) for 
$) with Fy, order in every case, and 
freight or express charges at the buyer’s cost. 
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10 Cents a Copy. $1.00 a Year. To Clock 
GODEYS _ }|Manufacturers: 
HAVE lately delivered a clock cata- 
MAGAZIN | logue of 108 pages and cover, which 
E. is the best gotten out in its line this 


season. It is printed in one color 
number close December 1st. Do not throughout. Everything about = ~e 
miss this issue. It will be a special plain. It is a specimen of work which 
Holiday Number of great beauty ¢/|I want to do moreof. Those who use 
and interest and large sales are an- catalogues are requested to send for a 





Advertising forms for the January 


ticipated. 


copy and examine it carefully. I have 
November number now on sale— the facilities for turning out the best 
look at it. The December number work in this line. To those who mean 
will be issued November 23d. business and want really good work, 
av I will be pleased to prepare an esti- 
mate, furnish dummy and give a general 
idea of what I can do for them. 
— Send me a copy of your last cata- 
Send for rate card. logue, with full particulars. 


THE GODEY COMPANY, WILLIAM JOHNSTON, 
52 Lafayette Place, New York. Manager Printers’ Ink Press, 
10 Spruce Street, New York City. 


TTSTTT TTT TESTE Se eee 
HAVE YOU THOUGHT... 





Guaranteed circulation for 1896, 
one million copies. 














ever 


of advertising in Brooklyn? If so, 


é 

’ 

¢ 

: : 

a =. 
) ¢ STANDARD UNION ¢ 

: : 





should figure on the first line of your 
list. The field it covers can’t be 
covered by any half dozen other 
papers hereabouts. It is the pet of 
the households. 


CS STTTTTTTTTETTTSE 
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PRODUCING 
DOLLARS 


.. when other 

presses produce Dimes ! 

That’s what increased 

earning capacity means 

in those two unrivaled 
machines ! 


The 










*sCENTURY’’ 
PONY. 
We build both ! 


Campbell Printing u 


Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 
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TEPPLE COURT, New York. 


sire 





aay 


«New England's Family Paper.’’ 











SPIRITUALIST PAPER_______—"_ 


Light of Truth. 


Established 1886. 


Circulation 2 7, 000 WEEKLY. 


SEND FOR SAMPLE C/PyY. 


FRANK E. MORRISON, 
Publisher’s Special Agent, 

BOYCE BUILDING, Chicago. 

LYNN S. ABBOTT, in charge Chicago Office. 


PIVUIVTIVTIVUTVITITLUUUUUUULUE UU LU 


THE PORTLAND 


TRANSCRIPT 


Tue Transcript will be sixty years 
old next April. It was the favorite 
paper of Eastern New England 
fifty years ago, and it was never 
more popular than it is to-day, in 
its enlarged and improved form. 





THe TRANscRIPT reaches every city, 
town and hamlet of Maine, New 
Hampshire and Eastern Massachu- 
setts, and circulates extensively in 
other parts of New England, in the 
West and in Canada. 





Advertising in 
The Transcript Pays. 
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DO YOU PUBLISH feqccco 
[NEWSPAPER ?!}Now 


Are you keeping a record of your BUSINESS IS 
—s WHOOPING ALONG! } 


Do your actual issues average more 
a a thousand copies ? To reach the residents of 
Albany and vicinity 


If so, you can have the exact figures | ¢ 
USE 


inserted in the American Newspaper 


Directory for 1897, showing the actual 
(Daily, Sunday and Semi-Weekly) 





AAPA IS 
PALPIS 


average issue or sale during the entire 
year 1896. It will cost you nothing— 
provided you furnish the requisite in- 
formation, duly signed and dated, and 
in a form that will insure the informa- 
tion being definite. 

Circulation statements to insure at- . 
tention should cover every issue in|¢ Of the Empire State. 
1896, and be sent in not earlier than Rates, sample copies, etc., on ( 
January 2d or later than January 16th, | ? #PPlication. 

_— THE ARGUS CO,, 
All communications should be addressed Broadway and Beaver Street, 


Editor AMERICAN NEWSPAPER | § 
DIRECTORY, ALBANY, N. Y. 
ro Spruce Street, New York. | “““™ 


The largest and best papers ¢ 
published at the Capital City 
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Des Moines, lowa 


Is the largest city in the best State of 
the greatest country in the world. 


THE DAILY NEWS 


Is the only paper (there are over fifty others) that gives 
its bona fide circulation, supported by affidavit. 
Following are the averages for the last six months: 


May, 1896, daily average 





LL 


an. an. a, a mm Ca me eg 












une, - = 15,288 
fuly, - - 15,804 
August, - - 16,218 
September, - - 15,815 
October, 15,601 






For detailed statement see page 36 Printers’ Ink, Oct. 21, 1896. 


THE NEWS, Des Moines, lowa 


“rate sretuntnnd idin aRnTT PITT Wn. TTDRITT RTDRTT i) Tati aT RTINATED ATT iinthnnt 


ORNS A A el i Ree. hy Plt 


AAT TILT 


a>. Cm’ Ca mm le 






UU ab0 D100) AONIGMDAGANAADAGINAAODAGS 








42 
SEND FOR RATES 


for advertising space in 


Faulkner’s 
Magazine 


At fifty cents a year it 
is the cheapest monthly 
fashion magazine pub- 
lished. The circulation 
is guaranteed and proven 
to be over 


50,000 


copies each and every 
issue. Forms close on the 
25th of the month, 


Faulkner’s Magazine, 
23 Park Row, New York. 
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The Union 
Gospel News 


Finds its Wav 


Being undenominational and 
reaching thousands of homes 
mot reached by any other 
paper of its kind. 


Advertisers know its value. 
Published every Thursday. 
Write for rates. 


SD 
ooo The. 


« Union Gospel News, 
, Cleveland, Ohio. 


Address 


Sodavovesevevovesuer 








Typographical 
style is a neces- 
sary — element 
in a paper if you want results, 


Look teh THE GRAND RAPIDS 
typographical DEMOCRAT #& & & 


appearance of 


CuxICcAGO 
Cc. GEO. KROGNESS 
“Marquette Building 


Leading 
(Outside 


aper in Michigan 
etroit). 





New Yor« 


F 
: 


H. D. LA COSTE 


38 Park Row 
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MAKING IT PLAIN. 


We want to make it perfectly plain 
to the advertising world who we are 
and what we can do. 

We undertake to prepare and illus- 
trate business literature for adver- 
tisers. Business literature means ev- 
erything that can be called advertising 
matter. We do nothing but distinctive, 
high-class work. We have not a word 
to say to the man who is looking for 
something cheap. 

We realize that the business of ad- 
vertisement writing has fallen into more 
or less disrepute because the field has 
been invaded by inexperienced men on 
one hand, and by men who promised 
impossible things on the other. 

We promise nothing but careful, 
conscientious work. We snow a good 
many things about advertising, and we 
proceed along the paths with which we 
are familiar. 

At the head of our art department 
is our Mr. Helm, the man so persist- 
ently advertised in PRINTERS’ INK as 
‘‘the best business artist in the United 
States." That is what others have 
said of him. Possibly that estimate is 
overdrawn, but he is unquestionably a 
master in the blending of beauty with 
business. 

Our Mr. Moses is a trained business 
writer. He has written a great mass 
of business literature during the past 
two years. Quantity is not necessarily 
a virtue, but it implies experience. 

We earnestly believe that nobody 
else anywhere at any price can pro 
duce such distinguished work for the 
world of advertising as we can. We 
work together. ‘Two sets of brains are 


drawn upon to help our clients. 

We make posters that are 2 commin- 
They are 
In the 


gling of business with art. 
not all art and no advertising. 
mixture of 
commercial 
sense with ar- 
tistic jud g- 
ment we be- 
lieve we have 
no equals. We 
get up com- 
plete cata- 
logues— de - 
sign beautiful 
covers in col- 
ors—illus- 
trate the pag- 
es with the 
finest draw- 
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ings, and write the text in a straight- 
forward, business-like way. We make 
the best illustrations for advertisements, 
circulars, booklets. Nothing goes out 
until it is good enough to bear the im- 
print of Moses & Helm. The particu- 
lar thing to keep in mind is our ability 
to put advertising as well as art into 
pictures. 

We look upon business as a serious 
affair. That is why we do not believe 
in smart head-lines or cute text. At 
the same time we realize that emphasis, 
earnestness and snap are necessary 
qualities in commercial literature. 

There is a way to make a// advertis- 
ing pay. Planning is more important 
still than writing and illustrating. The 
right plan will pay better with poor 
advertising matter than the wrong plan 
will pay with the best matter. 

Planning is what we propose to do 
for business men who have not found 
the right plan. We have no “‘ stock” 
methods or ready-made ideas. Each 
client gets individual consideration. 

Some men write to us and say: 
**Send us ten bicycle ads, or clothing 
ads, or soap ads.” 

We reply: ‘‘ We can’t. We don’t 
know your needs. We don’t know 
what will fit you. Tell us all about 
your business—about your competitors 
—about your standing—about your 
store or factory—about the advertising 
you have done. Tell us all you can 
think of about your business. Then 
maybe we can write something that 
will be worth a price.” 

We want to work for advertising 
agencies, for manufacturers, for whole- 
salers, for retailers. We can help 
most of them. 

We have nothing to give away. Our 
time is valuable. But we like to get 
letters from progressive business men. 
In our reply we are likely to make 
sug gestions 
or give infor- 
mation that 
will amply re- 
pay those who 
are kind 
enough to 
write to us 
about their 
advertising. 

The sooner 
you write, the 
sooner we can 
help you. 

Write to- 


day. 
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The (jeg 
Kansas 
City World 


— Circulation almost 30,000 (Daily 
and Sunday), and it will be that 
before the ink is dry on this ad— 


Is the paper that THE NEBRASKA 
CLOTHING CO.’S ads appear in 
fresh popped seven times a week. 














Lots of merchants subscribe for 
the WORLD to get these ads. 


A Trial Trip-; MONTHS — 
ror One Dollar 


A. FRANK RICHARDSON, 


Chamber of Commerce, — 
CHICAGO. 


Tribune Building, NEW YORK. 


Red Lion Court, Fleet Street, 
LONDON. 
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“An advertiser is entitled to know just 
what he is getting for his money.” 


om OF 206 


“ PRINTERS’ INK” says 


THE AMERICAN 
cs FARMER 4» 


is FOURTH in a class of two hundred and six 
agricultural publications in the United pamen 
with a circulation of 


100,200 


COPIES MONTHLY 


THE AMERICAN NEWSPAPER DIRECTORY 
guarantees these figures, with a. forfeit of 
$100 if proven false. This should be con- 
vincing argument to you that your list for 
Fall and Winter advertising is not complete 
unless you see to it that we are on it. 








RATES.—It costs but ONE-HALF A CENT 
PER LINE PER THOUSAND for a trial order— 
way down on time contracts or for space. 


Address THE AMERICAN FARMER, 


Or BYRON ANDREWS, Mgr. Branch Office,’ | Washington, D.C. 
WORLD BUILDING, NEW YORK CITY. 
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48 PRINTERS’ INK. 








OFFICIAL STATEMENT. 


The Boston 
Traveler @ 


Exhibits official statements showing that its circulation for the 
four months ending March 1, 1896, is more than two and one- 
half times greater than for the corrésponding period one year ago. 
The country circulation has kept pace with the city sales, and 
in consequence general as well as local advertisers are using its 
columns freely. Eight to sixteen pages, one cent a copy. 











ADVERTISING GROWTH. 


The TRAVELER closes its seventy-third year with a record- 
breaker, Note the advertising showing in the 
leading Boston papers : 


Saturday’s Traveler, - 73% columns 
Sunday Post, = . 41 es 
Saturday’s Herald, - 36 on 
Saturday’s Globe, = 344 ot 
Sunday Journal, = = 24% 1 


NEW ENGLAND'S BEST EVENING NEWSPAPER. 
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‘Nothing Succeeds 
Like Success !” 


o— 2 











Twenty-five years ago two well-equipped young men (brothers), 
one a strong, vigorous writer, the other with good business ability and 
training, went to Wichita, then a small village. They established 


e—| THE * 


Wichita Eagle 


and with it built a city which to-day is the Railroad Center and 
Commercial City of the State. 


It has 10,000 SUBSCRIBERS. 


It publishes every word of the Associated Press Report each 
morning. 

Its Editorials are fearless and clean cut. 

Its miscellany is up to date. 

It commands the respect and confidence of its constituency. 

It does business on a cash basis. It owes no man a dollar. 

It carries the best class and the largest line of Foreign Adver- 
tising of any paper in the State. 

It reaches its field twelve hours ahead of any other daily. 

It has no competitors. 

It held its Subscription List despite the hard times of the Spring 
and Summer. 

It is now increasing it daily. 

It has no kicks because of its unparalleled success. 


It has The S. C. Beckwith Special Agency for its sole agents, 
Tribune Building, New York, The Rookery, Chicago. 














R. P. MURDOCK, Business Manager. 





























Guaranteed 
“ Proven 


CIRCULATION OF s 


Womankind 


exceeds 60,000 copies 


each issue, with a likeli- 
hood of being 70,000 or 
more, but the rate remains 
the same and unbreakable 
—thirty cents a line, with 


time or space discount. 


The Hosterman Publishing Co. 


150 Nassau, — Springfield, 177 La Salle, 


New York Ohio 








: 
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THE “LAUGHING WATER” . 


Made famous by Longfellow’s poem 
and its own wondrous beauty, : 





MINNEHAHA FALLS, 


Is not more generally known and admired than 


THE HOUSEKEEPER 


published semi-monthly in the city by the falls. 
Tens of thousands visit Minnehaha every year. 
The HouseKEEPER enters a hundred thousand homes twice a 


month. 
A potent factor in the home life of its readers, it makes its 
great influence felt in behalf of its advertising patrons. 


THAT’S WHY IT PAYS ADVERTISERS. 





The Housekeeper Corporation, Minneapolis, Minn. 


CHICAGO: NEW YORK: BOSTON: 
Boyce BuILDING. 401-2-3 TEMPLE CouRT. 64 FEDERAL ST. 
W. J. KENNEDY c. E. ELLIS, E, R. GRAVES 


in charge. Manager. in charge. 
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Journalistic Giant of the Great West. 


the m In push and enterprise the most vigor 
lo ite crusade ' vey and sound principles of government the mst 
yorelenting. More than 12,000 new salecstbbes wided to the STAR'S 
‘ luring thea month of September alone, and lt was fot « good mont 
cube ribers elthesr 


You can't cover St. Lowis without the Star. 
You can't reach the homes of St. Louls without the Star. 


POR RATES, gf Consult EIKER, You Know Him, 


t TReen! oviLoING, NEW TORE 
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Busy Times 
_ Ahead. 


The election being over, and the future of the 





country being settled, there is no doubt of business 
taking a decided reaction. Now is the time to pre- 
pare yourself for the rush by stocking your shelves 
with all shades and grades of my inks. My method 
of putting the inks in 4% lb. cans enables a printer 
to carry a large variety of colors at a very small 
outlay, that he may satisfy his most fastidious cus- 
tomers. I am glad to match any job ink under the 
sun for 25 cents a 4% |b. can, with the exception of 
Carmines, Bronze Reds and Fine Purples, for which 
I charge 50 cents a \% lb. can. My inks are guar- 
anteed to be the best in the world, and if not found 
satisfactory | buy them back. I sell the best news 
ink made for 4 cents a lb. in 500 |b. barrels and 6 


cents a lb. in 25 lb. kegs, cash with the order. 


Send for my price list Address, 


Printers Ink Jonson, 
8 Spruce St., New York, 
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MAW S 


to know where they can buy the million and 
one things needed in their daily economy. 
No way to tell them so plainly, so cheaply, 
with such certainty of their heeding what you 
say, as in the eo oo *& ff es & 


Street Cars 


Let’s tell you more about it. 


GEORGE KISSAM & CO. 
253 Broadway, New York. 
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New York. 


AL ahahaha bbb abba hbbba bbb iii ii dini iid idaiind 


in the right 


STREET CARS 


We can attend to details. 


People must see i 


You can be right up to the times and 


PRINTERS’ INK. 
GEORGE KISSAM & CO. 


Is not an agreeable thing to be, either as above shown 


or in business. 
sought after if you put your card where 


and remember you—that is, 





253 Broadway, 


A Back Number 


4 
& 
7 
2 
: 
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“Why our 
prompt payment of 
bills benefits our 
customers. 











The Saratoga Sun 
E. P. Howe & SON, PROPRIETORS, 
SARATOGA SPRINGS, N. Y. 


SARATOGA SPRINGS, N. Y., Nov. 3d, 1896. 
THE GEO. P. ROWELL ADVERTISING Co., 
10 Spruce Street, New York. 
Gentlemen: We inclose bill for 3d and 4th quarters 
Mrs. Winslow’s Soothing Syrup adv. . . . We have 
the best country weekly in the United States for the gen- 
eral advertiser, and you always pay so promptly that we 
are always willing to give you rates that nobody else can get. 
Hoping to get more of your business, we remain, 
Very sincerely yours, 
E. P. HOWE & SON. 











Write to us about any advertising? you. 
contemplate doing. 





THE GEO. P. ROWELL ADVERTISING CO. 


Western Office: 10 SPRUCE STREET, 
“The Rookery,” Chicago. NEW YORK. 









